A time for principled action: The theory of principle-based marketing. A conceptual model and empirical validation by de Pallant, Rohan
1 
 
 
 
 
 
A time for principled action: The theory of principle-based 
marketing. A conceptual model and empirical validation. 
 
Rohan Ashley de Pallant 
Bachelor Psychological Science (Honours) 
Master of Marketing Management 
 
 
 
 
 
 
 
 
 
 
A thesis submitted for the degree of Doctor of Philosophy at 
The University of Queensland in 2017 
The University of Queensland Business School 
2 
 
ABSTRACT 
 
The world is changing as a function of social and technological factors with society 
becoming interconnected and its collective voice increasingly influential (O'Brien, 2011). 
This phenomenon is shaping the commercial and social landscape in which we live.  In 
response to this, marketing practices have evolved in an effort to accommodate these social 
forces. However, prior investigations into how and where social demands and organisational 
benefits intersect are characterised by persistent ambiguities and an enduring lack of clarity 
regarding the factors that underpin effective socially-oriented marketing activity and the 
outcomes they engender.  
I argue that contributing to this ambiguity are two fundamental issues. First, most 
socially-oriented marketing activity operates outside of any dominant theoretical foundation 
that is specific to the marketing function, but rather draws on literature from a variety of 
marketing and organisational schools of thought. The second issue arises from the tendency 
in prior research to conceptualise and test relevant factors as discreet entities, rather than 
interrelated co-determinants of consumer perceptions, attitudes and behaviour.  In response to 
these issues I propose a novel theory termed the theory of principle-based marketing that 
accounts for the conceptualisation of socially-oriented marketing initiatives, and a process 
model that represents the theory in practise. The model is comprised of four primary factors 
(commitment, communication, and congruence: internal and external) and an additional 
mediating factor termed cognisance. Combined, these five constructs provide a unified whole 
that theoretically explains the associations between them, and accounts for much of the 
ambiguity evident in prior research. These constructs are arranged across a continuum based 
on degree of organisational control, and demonstrate the relationships that flow from 
organisational activity, to consumer perceptions, and the organisational outcomes that emerge 
in the form of consumer attitudes and behaviours. This framework has been termed the model 
of principle-based marketing. The model is then empirically investigated to test the 
hypothesised relationships. Strong support is found for the proposed model across a battery of 
studies representing different product categories, each with different levels of product 
involvement. 
 
 
3 
 
DECLARATION BY AUTHOR 
 
This thesis is composed of my original work, and contains no material previously 
published or written by another person except where due reference has been made in the text. 
I have clearly stated the contribution by others to jointly-authored works that I have included 
in my thesis. 
 
I have clearly stated the contribution of others to my thesis as a whole, including 
statistical assistance, survey design, data analysis, significant technical procedures, 
professional editorial advice, and any other original research work used or reported in my 
thesis. The content of my thesis is the result of work I have carried out since the 
commencement of my research higher degree candidature and does not include a substantial 
part of work that has been submitted to qualify for the award of any other degree or diploma 
in any university or other tertiary institution. I have clearly stated which parts of my thesis, if 
any, have been submitted to qualify for another award. 
 
I acknowledge that an electronic copy of my thesis must be lodged with the 
University Library and, subject to the policy and procedures of The University of 
Queensland, the thesis be made available for research and study in accordance with the 
Copyright Act 1968 unless a period of embargo has been approved by the Dean of the 
Graduate School.  
 
I acknowledge that copyright of all material contained in my thesis resides with the 
copyright holder(s) of that material. Where appropriate I have obtained copyright permission 
from the copyright holder to reproduce material in this thesis. 
 
4 
 
PUBLICATIONS DURING CANDIDATURE 
 
De Pallant, R. (2013). A model to convert socially responsible corporate aspirations into 
tactical marketing initiatives. British Academy of Management Conference: 
Managing to make a difference. University of Liverpool, UK. 
 
De Pallant, R. (2017). The theory of principle-based marketing: A conceptual overview and 
empirical validation. Accepted for presenting at the 2017 British Academy of 
Management Conference: Re-connecting management research with the disciplines: 
Shaping the research agenda for the social sciences. University of Warwick, UK. 
 
 
  
PUBLICATIONS INCLUDED IN THIS THESIS 
 
 No publications included. 
5 
 
CONTRIBUTIONS BY OTHERS TO THE THESIS  
 
Dr Michael Ireland has assisted with the interpretation of data. While the author of the 
thesis has undertaken all data analyses, he has discussed these analyses with Dr Ireland at 
each stage to ensure veracity of analyses, enhance learning and understanding, and explore 
additional insights. I also acknowledge the contributions of Dr Nicole Hartley for her 
assistance guiding the structure of the thesis and feedback on areas in need of additional 
consideration.  
 
STATEMENT OF PARTS OF THE THESIS SUBMITTED TO QUALIFY FOR THE 
AWARD OF ANOTHER DEGREE 
 
None. 
 
6 
 
ACKNOWLEDGEMENTS 
I would like to express my gratitude to a number of people who have contributed in a 
variety of ways to my slow but, I hope, steady academic development. Firstly, I would like to 
thank Dr Michael Ireland. Michael has been a guiding hand shaping my academic life. He has 
been a most valuable member of my supervisory team from the outset, and over the last five 
years has proven himself to be an insightful mentor who has given generously of his time and 
provided support. Additionally, I would like to thank Dr Nicole Hartley who served first on 
my committee, and then as principal supervisor. Dr Hartley bought outstanding leadership, 
support, and insights to this project, and without her wonderful stewardship the project would 
not have reached a timely conclusion. My thanks also go to Dr Alastair Tombs for his calm 
and concise advice which, when the complexities of navigating an undertaking of this nature, 
was much appreciated.  
I would like to thank also my parents who have been my most avid supporters. To my 
mother Anne (Maggie), although no longer with us, would be, I know very proud; and to my 
long-suffering father who has read numerous iterations of my work with unwavering good 
humour and generosity.  Also, working tirelessly behind the scenes I extend my utmost 
gratitude to my partner Nicole who has been with me every step of the way, sharing my 
triumphs and frustrations in equal measure, and always ready to offer both intellectual and 
emotional support.  
I must acknowledge the invaluable support provided by my committee Chairperson, 
Dr Josephine Previte, and the ever-reliable Julie Cooper who both have been with me every 
step of this long journey. Finally I thank the members of the University of Queensland 
Business School who not only placed their faith in me, but also granted me the scholarship 
that made this undertaking feasible.  
 
  
7 
 
Keywords 
marketing, corporate social responsibility, advertising, society, brand identity, purchase 
intentions, consumer attitudes. 
 
Australian and New Zealand Standard Research Classifications (ANZSRC) 
 
ANZSRC code: 150506, Marketing Theory, 60% 
ANZSRC code: 150502 Marketing Communications, 20% 
ANZSRC code: 160806 Social Theory, 20% 
 
Fields of Research (FoR) Classification 
 
FoR code: 1505, Marketing, 80% 
FoR code: 1608 Sociology, 20% 
8 
 
TABLE OF CONTENTS 
CHAPTER 1: INTRODUCTION ............................................................................................ 15 
1.1 Research Questions ............................................................................................... 20 
1.2 Structure of the Thesis and Program of Research ................................................. 20 
CHAPTER 2: LITERATURE REVIEW ................................................................................. 23 
2.1 Marketing schools of thought ............................................................................... 23 
2.2 Social change and the individual .......................................................................... 30 
2.2 The socially motivated consumer ......................................................................... 33 
2.3 Social change and the organisation ....................................................................... 36 
2.3.1 Theories and frameworks of the socially-oriented organisation .................... 36 
2.4 Legitimacy issues with socially-oriented marketing ............................................ 42 
CHAPTER 3:  LITERATURE REVIEW (MODEL DEVELOPMENT)................................ 47 
3.1 Commitment ......................................................................................................... 48 
3.1.1 Contribution. .................................................................................................. 49 
3.1.2 Consistency. ................................................................................................... 50 
3.2 Cognisance ............................................................................................................ 51 
3.3 Communication ..................................................................................................... 54 
3.4 Congruence ........................................................................................................... 58 
3.4.1 Internal congruence. ....................................................................................... 59 
3.4.2 External congruence. ...................................................................................... 61 
3.7 Model of Principle-Based Marketing ................................................................... 63 
CHAPTER 4: RESEARCH OVERVIEW ............................................................................... 66 
4.1 Overview of Studies.............................................................................................. 67 
4.2 Pilot Studies and Stimuli Development ................................................................ 69 
4.3 Measures ............................................................................................................... 72 
4.3.1 Purchase Intentions. ....................................................................................... 74 
4.3.2 Attitude to the Brand ...................................................................................... 75 
9 
 
4.4 Independent Variables .......................................................................................... 76 
4.4.1 Internal congruence ........................................................................................ 76 
4.4.2 External congruence ....................................................................................... 76 
4.4.3 Cognisance ..................................................................................................... 77 
4.5 Manipulation Check .............................................................................................. 78 
4.5.1 Product Involvement. ..................................................................................... 78 
CHAPTER 5: STUDY 1 LOW PRODUCT INVOLVEMENT CONTEXT .......................... 81 
5.0 Method .................................................................................................................. 81 
5.0.2. Manipulation check ....................................................................................... 82 
5.1 Results ................................................................................................................... 82 
5.1.2. Model analyses .............................................................................................. 84 
5.2 Discussion ............................................................................................................. 88 
CHAPTER 6: STUDY 2 (MID INVOLVEMENT CONTEXT) ............................................. 91 
6.0 Method .................................................................................................................. 91 
6.0.1 Participants and Procedure. ............................................................................ 91 
6.0.3 Manipulation check. ....................................................................................... 92 
6.1 Results ................................................................................................................... 92 
6.2 Discussion ........................................................................................................... 100 
CHAPTER 7: STUDY 3 (HIGH INVOLVEMENT CONTEXT) ........................................ 103 
7.0 Method ................................................................................................................ 103 
7.1 Results ................................................................................................................. 104 
7.2 Discussion ........................................................................................................... 110 
CHAPTER 8: DISCUSSION ................................................................................................. 112 
8.1 Theoretical Contribution ..................................................................................... 114 
8.1.1 Organisational Activities .............................................................................. 116 
8.2 Managerial Contribution ..................................................................................... 128 
8.2.1 Application of principle-based marketing ....................................................... 129 
10 
 
8.3 Limitations and Future Directions ...................................................................... 134 
APPENDICES ....................................................................................................................... 140 
Appendix A: Ethical Clearance ................................................................................ 140 
Appendix B: Low involvement pre-test stimuli ....................................................... 141 
Appendix C: High involvement pre-test stimuli ....................................................... 146 
Appendix D: Pre-test measures................................................................................. 151 
Appendix E: Participant Information sheet .............................................................. 154 
Appendix F: Study 1 Camping Stimuli..................................................................... 155 
Appendix G: Study 2 Cafe Stimuli ........................................................................... 160 
Appendix H: Study 2 Phone Stimuli......................................................................... 160 
Appendix I: Final Experimental Measures ............................................................... 170 
Appendix J: Results Study 1 (Low Involvement Condition) .................................... 172 
Appendix K: Results Study 2 (Medium Involvement Condition) ............................ 183 
Appendix L: Results Study 3 (High Involvement Condition) .................................. 197 
REFERENCES ...................................................................................................................... 207 
  
11 
 
LIST OF FIGURES 
 
Figure 1: The ecological framework (Bronfenbrenner 1979). ................................................. 32 
Figure 2: Framework depicting pathways between organisational activities and outcomes 
across degrees of organisational control. ............................................................... 48 
Figure 3: The direct effect of objective levels of organisational commitment to a cause and 
consumer attitudes and behaviours. ....................................................................... 51 
Figure 4: The mediating effect of cognisance on the relationship between objective levels of 
organisational commitment to a cause and consumer attitudes and behaviours. ... 53 
Figure 5: The moderating effect of communication on the relationship between objective 
levels of organisational commitment to a cause and cognisance. .......................... 57 
Figure 6: The direct effect of internal congruence on cognisance. .......................................... 61 
Figure 7: The direct effect of external congruence on organisational outcomes. .................... 63 
Figure 8: The model of principled-based marketing................................................................ 64 
Figure 9: Mean differences illustrating confidence intervals (at 95%) across each condition 
for participant attitudes to the brand in low levels of product involvement. ......... 83 
Figure 10: Mean differences illustrating confidence intervals (at 95%) across each condition 
for participant purchase intentions in low levels of product involvement. ............ 84 
Figure 11: Mediating effect of cognisance in the commitment-to-attitude relationship. ........ 86 
Figure 12: Mediating effect of cognisance in the commitment-to-purchase intention 
relationship. ............................................................................................................ 86 
Figure 13: Mean differences illustrating confidence intervals (at 95%) across each condition 
for participant attitudes to the brand in medium levels of product involvement. .. 93 
Figure 14: Mean differences illustrating confidence intervals (at 95%) across each condition 
for participant purchase intentions in medium levels of product involvement. ..... 94 
Figure 15: Partial mediating effect of cognisance in the commitment-to-attitude relationship.
 ................................................................................................................................ 96 
12 
 
Figure 16: Partial mediating effect of cognisance in the commitment-to-purchase intention 
relationship. ............................................................................................................ 96 
Figure 17: Test of the simple mediation effect the high level of communication. .................. 97 
Figure 18: Test of the simple mediation effect the low level of communication. ................... 98 
Figure 19: Partial mediating effect of cognisance in the commitment-to-purchase intention 
relationship at the high communication level (moderator). ................................... 99 
Figure 20: No mediating effect of cognisance in the commitment-to-purchase intention 
relationship at the low level of communication (moderator). ................................ 99 
Figure 21: Mean differences illustrating confidence intervals (at 95%) across each condition 
for participant attitudes to the brand in high product involvement contexts. ...... 106 
Figure 22: Mean differences between principle-based initiatives and non-principle-based 
initiatives for participant purchase intentions in high product involvement 
contexts. ............................................................................................................... 106 
Figure 23: Full mediating effect of cognisance in the commitment-to-attitude relationship. 108 
Figure 24: Full mediating effect of cognisance in the commitment-to-purchase intention 
relationship. .......................................................................................................... 109 
Figure 25: Potential amendments to the model of principle-based marketing ...................... 124 
Figure 26: Proposed dimension of Principle on the marketing mix. ..................................... 127 
Figure 27: A typology of principle-based orientations. ......................................................... 130 
Figure 28: Positioning map based on PBM (environmentally responsible). ......................... 132 
Figure 29: Internal brand audit (Toyota) across a Principle (environmentally responsible). 134 
 
 
  
13 
 
LIST OF TABLES 
Table 1: Dimensions of the marketing mix .............................................................................. 16 
Table 2: Predominant socially-oriented marketing approaches and philosophies ................... 38 
Table 3: Overview of studies ................................................................................................... 66 
Table 4: Overview of hypotheses ............................................................................................ 73 
Table 5: Mean differences between principle-based initiatives and non-principle-based 
initiatives in products with low levels of involvement. ............................................. 83 
Table 6: Descriptive statistics and bivariate correlations among the key study variables. ...... 85 
Table 7: Mean differences between principle-based initiatives and non-principle-based 
initiatives in products with moderate levels of involvement. .................................... 93 
Table 8: Descriptive statistics and bivariate correlations among the key study variables. ...... 95 
Table 9: Mean differences between principle-based initiatives and non-principle-based 
initiatives in a high product involvement context. ................................................... 105 
Table 10: Descriptive statistics and bivariate correlations among the key study variables ... 107 
Table 11: A framework for conceptual contributions in marketing. ..................................... 115 
 
 
14 
 
LIST OF ABBREVIATIONS 
CrM:    Cause related marketing 
CSR:    Corporate Social Responsibility 
PBM:    Principle-Based Marketing 
Socially-oriented marketing: Any marketing activity that incorporates a social element. The 
term encapsulates such activities irrespective of whether they 
are undertaken as part of CSR and CrM program. 
 
 
15 
 
CHAPTER 1: INTRODUCTION 
“Tribes are the social equivalent to breathing. Their existence is like an involuntary 
process that creates social order. Where we live, what we do for work, and our hobbies are 
defined by association with Tribes that represent certain activities and attitudes. Our value is 
determined by how we compare to others in the tribe, or by how large a tribe we can create”. 
(Di Resta, in Godin, p.7, 2008) 
 
The following thesis is the outcome of concerns formed over 25 years as a marketing 
practitioner and academic. At the heart of these concerns is the question of how marketing 
practitioners may perform more effectively when incorporating socially-oriented marketing 
activity with more traditional marketing practices. Before embarking on any form of 
discourse regarding this issue I feel it prudent to delimit the scope of my work up-front.  
Corporate social responsibility (CSR), and the means by which the organisation should 
accommodate social demands, applies to multiple organisational functions and has, as such, 
been criticised for being too general and hard to measure (Öberseder et al., 2014).  Bringing a 
degree of structure, Husted and Allen (2010) propose three types of circumstances under 
which an organisation may meet profit-oriented corporate objectives while also benefiting 
society. These circumstances are; 1) when strategic intervention may be linked to government 
intervention, 2) where the social initiatives result in cost reductions within the firm, and 3) 
where opportunity exists to differentiate products.  Each of these circumstances may be 
applied to different organisational functions with each department needing investigation 
according to the theories and practices idiosyncratic to each.  As such, they cannot be 
analysed through the lens of a single disciplinary perspective.  Given this need for 
departmental specificity this thesis will focus predominantly on the third circumstance (to 
differentiate the brand), thereby falling within the broad gamut of marketing.  
There now exist many approaches for incorporating social values into marketing 
initiatives including cause-related marketing (CrM), CSR, and societal marketing, with extant 
literature providing substantial support for the adoption of such orientations.  While the 
potential benefits are many, encompassing myriad outcomes such as; enhanced consumer 
loyalty, purchase intentions, favourable word-of-mouth (WOM) behaviours, and enhanced 
attitudes to the company, it will be shown that empirical evidence is far from conclusive, and 
the efficacy of commercial activity far from consistent. Indeed, despite the concept of 
socially-oriented marketing being a dominant topic in academic literature for many decades, 
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observers note that many organisations, while aware of the importance of undertaking 
socially-oriented activities, remain unclear on how to do this, with most corporate responses 
being neither strategic nor operational but merely cosmetic (Porter and Kramer 2006). These 
concerns endure in the commercial world. For example, David Jones, CEO of global 
advertising giant Havas, states “companies… are struggling with two questions in particular; 
we know we need to be responsible, but how do we do it? And we are being more socially 
responsible, but how do we talk about it?” (Bishop, 2013).  At the heart of these concerns I 
shall argue that a great deal of socially-oriented marketing activity is either ad hoc and lacks 
an underlying core ethos driving its conceptualisation and application, or the initiatives are 
considered only at a corporate level providing broad strategic direction but lacking tactical 
application. While we have a great deal of literature that describes what to do, there is very 
little coordinated literature on how to do it.  
It is here that the motivation for the following thesis lies. As a marketing practitioner I 
formed the opinion that the dimensions of the marketing mix, a staple of much marketing 
strategy, are poorly equipped to meet the demands of a highly interconnected society in 
which consumers are not only motivated by the 7Ps, but also by socially germinated and 
propagated values. This is not an entirely new concern. For over 50 years the marketing mix 
(Booms and Bitner, 1981; McCarthy, 1960) has formed the foundation of all marketing 
activity, and has guided the practices on which organisations compete for market share (Table 
1). To increase demand, market offerings are promoted by manipulation of these seven 
dimensions to create unique selling propositions. 
 
 
Table 1: The 7Ps that comprise the dimensions of the marketing mix 
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While the mix has served marketers since its inception in the early 1960s, there have 
been recurring calls for its revision. Early suggestions include Lauterborn’s (1990) 4Cs 
model (consumer, cost, communication, convenience), but this was rejected as simply a 
consumer-centric orientation of the 4Ps. In a similar vein, Fetherstonhaugh (2009) suggested 
4Es (experience, everyplace, exchange, and evangelism). Despite not gaining traction, this 
model also highlighted the lack of a consumer orientation, with the Fetherstonhaugh noting 
that “the 4Ps thrived in an earlier world in which marketers were king, products lasted [and] 
big obedient audiences could be reached with big efficient media [while today] the consumer 
has seized control”. These observations from the corporate sector are reflected in academic 
circles. Constantinides (2006) reviewed the marketing mix across five marketing disciplines 
(consumer marketing, relationship marketing, services marketing, retail marketing and 
industrial marketing) and highlighted several similar issues. First, the mix is internally 
focused, with limited consumer orientation; second, the mix views consumers as passive 
recipients of organisational initiatives; third, the mix provides no direction for the 
personification of marketing activities.  
Although no response to these concerns has found traction does not mean they are 
without merit. This being said, the marketing mix is one of the most enduring frameworks in 
business and it is reasonable to view proposed adjustments with caution. Nevertheless, over 
the last 60 years the world has changed in profound ways. To underscore the magnitude of 
this change, the marketing mix was developed at a time when the Cold War was at its peak, 
and Woolworths still implemented white (customer) only service counters. While every other 
aspect of contemporary business and society has evolved in response to changing conditions, 
it is increasingly problematic to suggest that the marketing mix should remain impervious to 
these changes. Emerging social structures and forces have redefined the world in which we 
live: consumers today are not merely passive recipients of marketing activity, but 
increasingly play an active role in co-creation of both product development and promotional 
activity (Berthon et al., 2007). This has never been more true than today, with the world 
evolving at an unprecedented rate.  Over the last 25 years the world has evolved through the 
digital boom of the 1990s, and social media boom of the 21st century.  Most apposite to the 
current thesis is the speed and extent with which digital technologies and social media are 
transforming the world, and giving voice to society at large.  From these phenomena 
individuals have been empowered to form collectives based on shared values, and unite 
beyond national borders and institutional governance on an unprecedented scale.  
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In response to these advances, marketing has undergone significant change across 
many disciplines such as branding, relationship marketing, and integrated marketing 
communications (IMC) to name a few.  While these advances remain central to conducting 
business in fiercely competed markets, the focus of these activities is still governed by the 
dimensions of the traditional marketing mix: dimensions created for conditions in the 1960’s. 
Of course, organisations must continue to meet consumer demands across the traditional 
dimensions of the mix, but also the demands of an increasingly aware, powerful, and 
interconnected society - to do so requires a dimension with which to accommodate this social 
evolution.  This assertion in itself raises an interesting question that requires, at the very least, 
acknowledgment before delving too deeply into the current body of work. That is, do 
marketing activities founded on social dimensions constitute a strong enough case for 
inclusion in the marketing mix? I assert that they do. This is not just an outcome of my own 
personal perspectives and experience, but is also one given credence in the wider community. 
Du, Bhattacharya and Sen (2007, p. 225) state that,  
 
“Notably, the need to understand the unexamined role of CSR positioning in 
consumer reactions to a company's CSR actions is underscored by the unique nature of such 
a positioning strategy compared to those along more conventional dimensions such as 
operational excellence, product innovativeness, or customer intimacy. This is because it is a 
company's actions in the CSR domain, as opposed to other, more product-related ones, that 
truly reveal its “values” (Turban & Greening, 1997), “soul” (Chappell, 1993), or 
“character” (Brown & Dacin, 1997), and identity (Bhattacharya & Sen, 2003)”.  
 
Du et al. (2007) add that a CSR-based corporate identity is not only, (1) enduring but 
also potentially more distinctive and memorable than identities built on functional or 
utilitarian dimensions, but also, (2) are better equipped to stimulate consumer identification 
with the firm than might be achieved on more conventional positioning strategies.  Flowing 
from these observations the authors argue that CSR-based benefits transcend transactional-
based benefits by providing longer-term outcomes including consumer loyalty, brand 
advocacy, and resilience to fluctuating market conditions. It is arguments and empirical 
support such as this that bolsters my assertion that socially-oriented marketing activity not 
only represents a suitable additional dimension to the marketing mix but, in this day and age, 
are now marketing imperatives.  
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Pursuant to this assertion, the following thesis investigates current corporate activity 
and extant research in the domain of socially-oriented organisational activity. These 
investigations will form the foundation of new theory termed the theory of principle-based 
marketing. The theory is represented by a process model that reconfigures established, but 
disparate, factors within a framework termed, the model of principle-based marketing. At the 
heart of the theory is the concept of Principle. Principle is defined as, ‘a fundamental truth or 
proposition that serves as the foundation for a system of beliefs or behaviour for a chain of 
reasoning’ (Oxford Dictionary, 2014).  In the current context the concept of Principle is 
stated to be: an organisational foundation from which to integrate social values (the 
proposition) with marketing practices (the behaviour).  In order to conceptualise and apply 
principle-based marketing activity with established practices four primary constructs are 
proposed (commitment, communication, and congruency: internal and external), and an 
auxiliary mediator (cognisance). While the four primary constructs have received much prior 
investigation, they have never been conceptualised or tested as interrelated co-determinants 
of consumer attitudes and behaviour. The current thesis will make the case for this 
interrelated perspective. In doing so greater clarity will be gained on the nature of the factors, 
and the relationships among them. These investigations represent several important 
contributions. Foremost, it will be the first time these factors have been conceptualised and 
tested under the aegis of a unifying framework. Second, a new theory will be presented for 
academic discussion. Based on the proposed theory and model an organisational typology is 
presented that provides tactical direction for the integration of socially-oriented marketing 
with traditional marketing process. Finally, while challenging the assumptions of the 
marketing mix is not a central theme of the thesis, I take this opportunity to extend the 
discussion on the efficacy of the marketing mix for 21st century conditions. 
This undertaking will, I trust, make useful contributions to the domain under 
investigation and address, at least in part, the observation that there still exists no one 
dominant model that accommodates the activities associated with CSR, and that further 
research is needed to better understand; (1) how organisations determine the requirements for 
CSR, (2) the forces at play in the social environment and, (3) the mechanisms that equip 
scholars and practitioners to more effectively connect with their intended audiences and the 
psychological dimensions that consumers define as salient to CSR experiences (Johnston and 
Beatson 2005). Accordingly, I propose the following research questions to gain insights into 
the issues discussed thus far.  
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1.1 Research Questions 
 
1. To what extent does incorporating socially-oriented marketing initiatives with 
established marketing activity provide organisational benefits above and beyond 
marketing activity that does not include a socially-oriented dimension?  
2. If incorporating socially-oriented initiatives with established marketing activity does 
engender favourable organisational outcomes, what are the mechanisms by which this 
occurs? 
 
1.2 Structure of the Thesis and Program of Research 
 
The research design adopted in this thesis begins with a comprehensive review of the 
literature. Flowing from this review of prior work the conceptual model is presented. The 
model is then tested with a battery of three quantitative studies.  After each study a discussion 
is conducted that identifies the key findings and limitations, which in turn direct the 
subsequent studies. The thesis concludes with a discussion of all the studies and the 
contributions they make as a complete body of work. The chapters are briefly summarised as 
follows: 
Chapter 1 provided a brief outline of the motivation and justification for the proposed 
research, and presented the research questions.  This summary suggests that despite the 
marketing mix being a reliable foundation for the development of all marketing strategy for 
the last 60 years, it is poorly equipped to meet the demands of highly connected consumers 
particular to the 21st Century.  
Chapter 2 sets the foundation on which the crux of the thesis is based. It begins with a 
summary of the various schools of thought that underpin all marketing inquiry. From this 
foundation the literature relevant to socially-oriented marketing is presented.  The section 
discusses recurring commercial issues and empirical ambiguities that characterise current 
thinking with regard to the efficacy of these socially-oriented approaches.  Flowing from this 
summary the chapter applies established and emerging theories relevant to the subject under 
investigation and provides the theoretical grounding for the proposed theory and development 
of the conceptual model.  
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Chapter 3 defines the concept of Principle and describes the constructs that interrelate 
to form the model of principle-based marketing.  The concept of Principle and CSR are 
discussed, outlining similarities and areas in which the two concepts diverge.  At each stage 
of the model’s development literature is reviewed as it pertains to each construct.  
Chapter 4 presents the hypotheses to be tested and an overview of the studies utilised 
to test the conceptual model. The development of the stimuli, materials and experimental 
approach are presented, as well as the pre-testing that was conducted and how it directed 
subsequent refinements. Additionally, the two primary dependent variables utilised in the 
experimental studies (attitude to the firm, and purchase intentions) are summarised.  
Chapter 5 presents Study 1 that investigates the conceptual model in a low 
involvement product context and utilises a camping retailer as the context for the study. The 
principle-based cause adopted for the experiment is sleeping bag donations for the homeless.  
Differences between principle-based advertising compared to advertising that does not 
include a principle-based message are analysed within this context. From this the 
mechanisms that underpin these preliminary findings are investigated. A brief discussion of 
the findings is presented and refinements to the stimuli are suggested.  
Chapter 6 presents Study 2 in which the same hypotheses are tested, this time under 
medium product involvement conditions. The refinements suggested from Study 1 are 
implemented, with the manipulation of commitment altered from product-based mechanism 
(sleeping bags), to a more universally comparable measure of commitment (money). In-
keeping with the higher level of product involvement a new product category is utilised 
(café). In order to maintain high internal congruency (cause x company fit) the cause 
affiliation is changed to sustainable farming and the environment. The chapter concludes, 
again with a brief discussion of the findings and limitations specific to the characteristics of 
this study. 
Chapter 7 presents the final study investigating the model of principle-based 
marketing, with this iteration conducted in a high product involvement context.  The setting 
for the study is mobile phone retailing, with the principle-based cause (youth mental health 
helplines) adopted to reflect high cause-company fit. Study 3 expands the demographic range 
of the sample to investigate any age cohort effects that may emerge. As before, the chapter 
provides a brief discussion of the findings of this study. The chapter concludes with a 
summary of the findings from all studies.  
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Chapter 8 provides an in-depth discussion of the findings as they relate to the research 
questions and, the efficacy of the model of principle-based marketing.  The chapter concludes 
with contributions made by this thesis to theory and practise, and details the limitations and 
suggestions for future directions for investigation.  
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CHAPTER 2: LITERATURE REVIEW  
The following two interrelated chapters will investigate current literature on 
organisational activities that incorporate a socially-oriented dimension. The aim of this 
chapter is to identify the organisational mechanisms, approaches, and consumer reactions to 
such corporate activity.  In order to place the current line of investigation within the complex 
domain of marketing the chapter begins with an overview of the various schools of marketing 
thought. This review provides the framework for the subsequent chapters that address the two 
research questions.  The chapter then narrows its focus to current commercial and social 
conditions, with an emphasis on digital technology, social empowerment, and the 
mechanisms that are propagating socially germinated values. I then summarise how these 
values shape consumer attitudes and behaviours, the organisational response to these 
evolving consumer characteristics, and how a variety of corporate frameworks attempt to 
accommodate these socially germinated and propagated values. The section concludes with 
identification of issues that endure with these frameworks. This review of macro-
environmental factors lays the foundation for the second half of the literature review in which 
specific factors central to the delivery of socially-oriented marketing activity are investigated.  
 
2.1 Marketing schools of thought 
 
Before embarking on investigation specific to the research questions I first summarise 
the schools of thought that have shaped the marketing domain. The reason for this foundation 
being that, given the complexity of marketing with its myriad avenues of interrelated thought, 
identification of the various schools will provide a framework in which to place the 
subsequent investigations, and better articulate how the conceptual component of the thesis 
applies, informs, and contributes to the overall domain.  The importance of such an approach 
is underscored by Shaw and Jones (2005, p. 270) who observe that: “Researchers within a 
school seldom recognize the existence of other marketing schools, let alone the relationship 
of one to another. And yet, as Hollander (1980) observed, no single school by itself provides 
a satisfactory analysis to the whole of marketing thought”.  
Of the nine main schools of thought (table 2) I limit myself, for the sake of clarity, to 
those schools most apposite to the current line of investigation. While there is no clearly 
defined order or hierarchy for the discussion of each school they each build upon, and within, 
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each other to provide a picture of the overall field of marketing.  I begin with the marketing 
systems school as it is arguably one of the broadest, addressing all questions of marketing 
such as what marketing is, which actors engage in marketing, and the contexts in which 
marketing takes place (Shaw and Jones 2005).   
 
Table 2: Schools of marketing thought 
 
School Questions addressed Level of analysis Key concepts 
Marketing functions What activities comprise 
marketing? 
Macro Value added by 
marketing activities 
Marketing 
commodities 
How different types of 
goods are classified? 
Macro Classification of goods 
(e.g. products, 
services, industrial 
consumer, experience) 
Marketing institutions Who performs marketing 
functions on commodities? 
Macro Channels of 
distribution  
Marketing 
management 
How do managers market 
goods to customers? 
Micro Marketing mix, 
segmentation, 
targeting, positioning 
Marketing systems What is a marketing system 
and why does it exist. How 
do marketing systems 
work? 
Micro and Macro Marketing systems, 
societal impact, 
interrelationships 
between parts 
Consumer behaviour Why do customers buy, 
how do people think, feel, 
and act, how can customers 
be persuaded? 
Micro Motivation, emotions, 
needs, wants, learning, 
personality, attitudes, 
social class, culture, 
and sub-cultures 
Macro-marketing How do marketing systems 
impact society and society 
impact marketing systems? 
Macro Standard of living, 
quality of life, 
marketing systems, 
aggregate marketing 
performance 
Exchange What are the forms of 
exchange, who are the 
parties to exchange, why do 
they engage in exchange? 
Micro and Macro Transactions, social, 
economic and market 
exchange, generic 
exchange 
Marketing history When did marketing 
practice, ideas, theories and 
schools of thought emerge 
and evolve? 
Micro and Macro History of marketing 
practice, history of 
marketing thought. 
Source: Adapted from Shaw and Jones (2005 p. 244-245) 
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One of the earliest advocates of a systems approach was Alderson (1957). Despite 
referring to the underlying premise of the school as ‘functionalism’, the terminology has 
evolved, with the concept of ‘systems’ now being synonymous with the school, with 
Alderson himself moving in this direction at the outset: 
 
Functionalism is that approach to science which begins by identifying some system of 
action [e.g. marketing] and then tries to determine how and why it works as it does. 
Functionalism stresses the whole system and undertakes to interpret the parts in terms of how 
they service the system”. (Alderson, 1957: 16–17, cited in Shaw and Jones 2005, p 260). 
 
Alderson (1964 p. 106) grounded his functionalist perspective in a holistic systems 
approach in which he described generalisations of all marketing activities and institutions in 
which organised behaviour systems played a central role. Furthering Alderson’s early work 
Fisk (1967, p. 3) progressed the school of marketing systems, identifying seven levels that 
operated from the individual to global economies in which he argues, “marketing systems 
develop in response to the need for peaceful exchange of commodity surpluses… [with the] 
prerequisites for a marketing system [being] commodity surpluses for trade, physical 
distribution networks, markets and transactions”, and delineated the concepts of micro and 
macro marketing systems. Dowling (1983 p. 22) defined a marketing system as a “complex 
social mechanism for coordinating production, distribution and consumption decisions” that 
impact all other social, cultural and material environments. Adding further texture Arndt 
(1986 p. 125) posits that “transactions are effected not through ad hoc market encounters but 
in the context of stable relationships within networks”; Dixon and Wilkinson (1989) proposed 
a functions based hierarchy founded on seven levels that incorporated individual consumers, 
households, firms, channels, and the marketing system and, adopting a purely micro 
perspective, Lazer (1971) utilised the systems approach for the investigation of marketing 
management (Shaw and Jones 2005).  
Despite these notable contributions to the school Shaw and Jones (2005) observe that 
discussion of marketing systems partially fell from popularity during the 1970s, however the 
macromarketing school has emerged and finds its roots in marketing systems philosophy. The 
macromarketing school also concerns itself with large and fundamental questions, addressing 
issues such as how marketing impacts society, and the impact society has on marketing 
(Shaw and Jones 2005). Drawing on the early work by Alderson (1957) the macromarketing 
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school of thought regards the purpose of marketing to be how marketing systems may 
improve society’s general welfare. In pursuit of this worthy objective the study of 
macromarketing considers marketing systems and the various actors prevalent at each level of 
the system with the consequences that flow from their decisions.  Such an orientation suitably 
equips the macromarketing perspective to provide insights to domains such as sustainability, 
ethics and governance, social justice and quality of life (Mittelstaedt, Kilbourne and Shultz 
2015). 
While there is no single definition of macromarketing, Hunt (1981) described it as a 
multidimensional construct relating to the investigation of marketing systems, and the 
interrelated impact these systems have on, and by, society.  From this description Hunt (1981 
p. 7) defined macromarketing as “the study of (a) marketing systems, (b) the impact and 
consequences of marketing systems on society, and (c) the impact and consequences of 
society on marketing systems”.  As noted by Hunt (1981), this definition accommodated both 
social and economic factors, and accounted for the impact of political, legal, and social 
systems. In this regard macromarketing is quite distinct from more narrow concepts of 
marketing (e.g. sales or advertising). For example, in macromarketing the unit of analysis is 
the aggregate marketing system rather than the individual consumer and the firm. This 
distinction stimulates awareness of a variety of considerations such as the influence of culture 
on markets (Laczniak and Murphy, 2006), the effects of geopolitics on society (Shultz, 
Burkink, Grbac, and Renko, 2005), the beliefs held by social communities on consumption 
and the effects on the environment (Kilbourne and Mittelstaedt, 2012), and social norms and 
values as they may pertain to concepts of right and wrong (Laczniak and Murphy, 2006). 
In summary, macromarketing describes the role of the firm and markets as systems 
intended to improve the overall wellbeing of humankind through networks of exchange 
(Mittelstaedt, Kilbourne and Shultz 2015). This said, the concept of what constitutes 
exchange represents another school of thought. The exchange school focuses on questions 
such as; which parties are involved in an exchange, what are the motivations of these parties, 
and the contexts in which these exchanges occur (Shaw and Jones 2005).  In response to 
these broad questions the school split into two main divergent paths: marketing transactions, 
characterised by functions such as buying and selling products, and the broader path of social 
exchange, characterised by generalised giving and receiving. Instrumental to the early 
development of the exchange school Alderson and Miles (1965) proposed that transactions 
are a fundamental foundation from which other marketing theory may be based. Building on 
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this premise Alderson (1965) expanded the concept to incorporate the distinction between the 
sale and purchase of individual products (transactions) with consideration of all market 
transactions that occur throughout the entire supply chain (transvections). Alderson (1965) 
argued that by computing all transvections one was equipped to provide a summary of all 
marketing activity. From this early, and somewhat contractual, platform the school evolved 
over time to incorporate dimensions characteristic of social exchange. Flowing from this 
evolution considerations beyond institutional control emerged including the provision of 
votes and support, charitable donations and philanthropic gifting. This new perspective 
viewed the value inherent with exchanges to go beyond the purely transactional with value 
also residing within factors such as feelings, opinions, time and energy (Kotler, 1972). From 
this more generic viewpoint marketing transcended transactional boundaries and became 
applicable to multiple spheres of social and organisational interactions such as religious, 
charitable, and political domains (Shaw and Jones 2005).  
While the exchange school has provided a comprehensive backdrop on which to view 
the role of marketing, Sheth and Garrett (1986) advised that, as human interactions are 
ubiquitous to almost every facet of day to day life, marketing exchanges ought to be limited 
to purely economic dimensions to avoid blurring of discipline specific boundaries.  In 
response to such arguments, four foundations that underpin marketing-based exchange 
relationships were proposed. Those being, the need to explain and accommodate the 
behaviour of buyers and sellers, the frameworks in which exchanges occur, and finally the 
impact these considerations have on society (Hunt 1983).  From this considerably refined 
summary of marketing exchange boundaries Houston and Glassenheimer (1987) proposed 
that exchanges may also include ideas, personalities, and experiences (amongst others), and 
that such a delineation of exchange may be used as a polestar from which other marketing 
theories may converge and integrate.  
Of Hunt’s (1983) four foundations, the societal considerations are accounted for by 
the macromarketing school of thought, and the consumer behaviour school provides insights 
to the individual buyer and seller relationships. This said, the school of consumer behaviour 
(CB) is characterised as highly eclectic, incorporating insights from such fields as economics, 
Freudian psychology, Pavlovian conditioning, cognitive psychology, social psychology, and 
anthropology (Shaw and Jones 2005).  From its early roots in subconscious psychology the 
field started to focus more on an integration of other psychological streams incorporating 
concepts of leadership, information processing, and models of buyer behaviour after the 
28 
 
1960s.  From these foundations several main CB approach can be identified. The first is the 
economic model of consumer behaviour that focuses on consumer buying patterns as a 
function of gaining maximum benefits while minimising the associated costs. A second 
approach utilising learning and motivation theories. These include seminal works by Maslow 
(1943), and classical and operant conditioning. Psychoanalytic models are still favoured by 
some, with concepts such as the ego and superego (Freud, cited in Arnould et al. 2004) 
influencing consumers sense of self and identity.  Sociological approaches also have 
contributed valuable insights to the CB domain, blending factors such as culture, ethnicity, 
and religion. Despite the richness of information and knowledge derived from these diverse 
disciplines, the school is not without its issues.  As noted by Shaw and Jones (2005) with 
many of the contributors to this field coming from myriad disciplines many were not 
concerned with the managerial aspects of consumer behaviour, but rather the investigation of 
consumer behaviour as a line of exploration in and of itself. As a consequence this diversity 
produced another split in marketing thought with those concerned purely with consumer 
behaviour and those concerned with the management of marketing (Sheth 1992; Sheth and 
Garrett 1986).  
While the pure consumer behaviourists demonstrate preferences for the fields of 
psychology outlined above, those with a focus on the management of marketing favour the 
marketing management school of thought. Marketing management investigates how the firm 
should bring its goods and services to market, with an emphasis on the firm and the processes 
they employ. Of all the schools of thought the marketing management is arguably the largest. 
As noted by Shaw and Jones (2005 p. 256): “This school so dominates the marketing field, it 
must be included as a school of thought rather than a sub-area even though it has only a 
micro-marketing focus (i.e. perspective of an individual unit of analysis)”.  The school is 
largely organised around the concept of the marketing mix (Borden 1964). As noted in the 
introduction the extended mix incorporates the dimensions of the product, price, place, 
promotion, people, processes, and the physical evidence that the firm coordinates in their 
efforts to gain market share. During this period scholars, who also shared an organisationally-
based perspective, proposed other concepts that remain today a staple in the school of 
marketing management. These include concepts such as product lifecycles (Wasson 1960), 
and segmentation and differentiation (Smith 1956). Uniting these concepts Kotler (1967) 
argued that an organisation’s sales and market share respond favourably to effective 
implementation of the marketing mix, but that these advantages may be mitigated by the 
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effectiveness of the marketing mix strategies implemented by the organisation’s competitors. 
Based on this rationale Kotler (1967) argued that it is the job of the marketer to develop the 
optimal mix in relation to that of the competition. From these early foundations the 
management school evolved further, moving beyond the confines of the organisation by 
encompassing societal considerations (see macromarketing), and not-for-profit domains 
(Kotler and Levy 1969).  While on face value these evolutions appeared to broaden the 
school of thought, some commentators believed that Kotler’s focus on selling and promoting 
a firm’s wares, be it not-for-profit or otherwise, limited the scope of the school (Shaw and 
Jones 2005). Arguably it was in response to these concerns that new paradigms have 
emerged. The most notable of which is Service Dominant Logic (Vargo and Lusch 2004) 
who challenged the long-established marketing mix dimension of ‘product’. The central 
argument being that services represent the core value for consumers irrespective of the 
product type, and that all exchanges may be viewed as service-for-service interactions based 
on the reciprocal exchange of resources for the mutual benefit of both parties. That is, when a 
consumer acquires a product it serves only as a delivery mechanism for its inherent service 
benefits. For the traditional marketer, schooled in the concept of tangible goods and 
intangible services, this has presented considerable debate. In response to on-going dialogue 
Lusch and Vargo (2006 p. 281) offer the following clarification: 
 
“We use the singular ‘service’ in S-D logic, indicating a process of doing something 
for someone, rather than the plural ‘services’, implying units of output as would be consistent 
with G-D [goods dominant] logic. The goods versus services debate was about the supposed 
differences between goods and services; S-D logic considers the relationship between service 
and a good – that is, a good is an appliance used in service provision. In S-D logic service is 
the common denominator of exchange and thus is hypernymic to goods”.  
 
This novel concept has generated much interest since its inception which has perhaps 
driven the continual evolution of S-D logic, with it now encompassing characteristics also in-
keeping with the systems school such that co-creation of value is achieved through the large-
scale integration of resources and service exchange processes that are larger than the 
individual institution (Lusch and Vargo, 2014, Vargo and Lusch 2016).  
This entwining of thoughts and ideas that span schools, ranging from individual to 
organisational to social perspectives, has provided the double-edged sword of enhancing 
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understanding of the complexities characteristic of contemporary society and the interwoven 
nature of the actors therein, while also (potentially) obfuscating the clarity with which the 
practitioner and academic alike may make sense of this complex domain. While this 
discussion offers an overview only of the main schools of marketing thought, and given the 
complexities noted above, theories and approaches particular to each school will be revisited 
in subsequent sections to provide a guide for the development of the conceptual component 
of the thesis and application to various marketing schools. From this foundation I turn next to 
theories and empirical evidence that characterise social and commercial conditions as they 
stand in the early 21st century.  
 
2.2 Social change and the individual 
 
Over the last 25 years the world has evolved through the digital boom of the 1990s, 
and social media boom of the 21st century.  Most apposite to the current thesis is the speed 
and extent with which digital technologies and social media are shifting the balance of power 
from institutions to individuals, and giving voice to society at large.  From these phenomena 
members of society have been empowered to form collectives based on shared values, and 
unite beyond national borders and institutional governance on an unprecedented scale 
(Valenzuela 2013).  
Much evidence now exists to indicate that individuals utilise digital technologies and 
social media to engage with civic and political activities, and hold governments and 
organisations accountable for their impact on society (Bekkers, Beunders, Edwards, and 
Moody 2011; Earl and Kimport 2011; Pearce and Kendzior 2012; Valenzuela, Arriagada, and 
Scherman 2012). The means by which social media activates collective action is through the 
dissemination of information not readily available through media outlets, facilitation of group 
membership of social and political causes, and the creation of platforms on which to 
propagate and exchange opinions (Valenzuela 2013). These platforms facilitate forums in 
which consumers interact and discuss such issues (Muntinga, Moorman, and Smit 2011), 
with e-based word-of-mouth (eWOM) disseminating information to friends and the wider 
community without governance or constraint (Kim and Ko 2012; Vollmer and Precourt 
2008). The nature of this socially governed information dissemination can be categorised into 
opinion seeking, opinion giving, and opinion passing, all of which may contribute to the 
development of consumer attitudes and behaviours (Chu and Kim 2011). Of note, research 
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shows that eWOM rates more highly on dimensions including relevance, credibility and 
empathy, compared to information disseminated by the marketer (Gruen, Osmonbekov, and 
Czaplewski 2006). 
The ecological framework (Bronfenbrenner 1979), and social cognitive theory of 
mass communication (Bandura 2001), describe the mechanisms by which this evolving social 
empowerment occurs. The ecological framework (Figure 1) delineates systems that represent 
levels of society beginning with the individual, moving up through the immediate family and 
local infrastructure (microsystem), to the corporate and institutional domain (exosystem), 
culminating with society’s overarching cultures and ideologies (macrosystem).  Moderating 
the influence of these systems are the activities, usually in the form of functional 
communication, undertaken by individuals within their surroundings (mesosystem).  It is this 
functional communication that is uniting the individual with larger global structures which in-
turn is shaping 21st century society.  Interestingly, Figure 1 serves to highlight the unique 
nature of social media and the influence this has shifting the balance of power from an 
institutional level to the individual (collective). That is, when Bronfenbrenner (1979) 
described the influence of mass media he placed it in the exosystem along with local politics, 
industry, and social services, reflecting the institutional control of mass media. However, his 
model could not account for social media which was still at least a decade from significant 
market penetration. Given the extent to which social media now shapes social, organisational, 
and cultural values there is a reasonable case to suggest the ecological framework extends the 
influence of the mesosystem from the individual through to the macrosystem.  
Recent examples of this system germinating and spreading values-based ideals from 
the individual to the collective include the Arab Spring uprisings (2010 - 2013), and the 
Occupy Wall Street demonstrations in which discontented individuals challenged entrenched 
institutions (exosystems) by uniting through social media (mesosystem).  Similar influence 
can be seen in contexts not constrained by geopolitical boundaries. For example, the care2 
website (www.care2.com), with in excess of 37,000,000 members (individuals), unite online 
(mesosystem) to demand the social responsibility from organisations and governments 
(exosystem and macrosystem) in areas of human rights, the environment, and animal welfare. 
In this age of big data it is easy to read the preceding sentence without a moment of thought. 
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Figure 1: The ecological framework (Bronfenbrenner 1979). 
 
 
Source:  McLaren, L., & Hawe, P. (2005). The figure is available for download at 
http://jech.bmj.com/content/59/1/6/F2.large. 
 
 
However, it is of note that an organisation with limited funds has attracted more than 
37 million voluntary members in a relatively short space of time: this takes the concept of 
consumer engagement to a level most global corporate giants would be hard pressed to 
emulate. This said, one may argue that these are simply membership numbers, and may not 
be indicative of the magnitude of change these collectives may exert.  In response to such 
calls for objectivity we need only turn to a recent and quantifiable individual campaign.  The 
ice bucket challenge went viral on social media in July 2014 to promote awareness of, and 
drive donations to, amyotrophic lateral sclerosis (Lou Gehrig’s disease) research.  At the 
conclusion of the 2014 social media campaign, over $100 million had been donated, 
representing a 3,500 percent increase from the previous year of $2.8 million (ALS 2015).  
Building on the ecological framework Bandura (1986, 2001) explains how these 
functional communications propagate and disseminate social values, and the manner in which 
they shape learning, attitudes and society at large. Bandura (2001) observes that most 
psychological theories of consumer behaviour emerged before the advent of digital 
communications and are unable to account for the profound effect of this phenomenon has 
had shaping society. Social cognitive theory assumes that “personal agency and social 
structure operate as co-determinants in an integrated causal structure” (Bandura 1986, p. 
121), and that values, attitudes, and behaviour occur not only from one’s immediate 
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environment, but is also by exposure to mass media (Bandura 2001). Specifically, Bandura 
suggests new ideas, values, behaviour patterns, and social practices are now being rapidly 
diffused in ways that foster a globally distributed consciousness.  Interestingly, Bandura 
made these observations prior to the technological boom of the early 21st century: how more 
apposite they become with the advent and increasing proliferation of social media. According 
to Statista (2016) in 2016, 68.3 percent of internet users utilised social networking globally 
and, with increasing engagement rates and mobile developments, these figures are expected 
to grow to almost 3 billion by 2020. 
 
2.2 The socially motivated consumer 
 
When considering theories of motivation Maslow (1943; 1970) is widely regarded as 
one of the most influential forefathers. According to Maslow (1943) human motivation is 
driven by the desire to achieve certain goals. In the first iteration of this concept Maslow 
(1943) proposed a hierarchy of needs representing five motivational states: physiological 
(e.g. food and water, shelter, warmth), safety (e.g. security, order, stability, and freedom), 
love and belonging (e.g. friendship, intimacy, love and affection), esteem (e.g. achievement, 
independence, mastery and self-respect), and self-actualization (e.g. self-fulfilment and 
realising ones potential). According to Maslow the individual strives to satisfy fundamental 
lower level needs before progressing to the attainment of higher order growth needs, and that 
the motivation to achieve each state grows as a function of how long the desired state has 
been denied. From this familiar foundation refinements to the hierarchy were proposed, with 
addition of transcendence (Maslow, 1971), and cognitive and aesthetic needs (Maslow and 
Lowery, 1998).  It is the addition of the transcendence level that is of particular relevance to 
the current section. Transcendence refers to one’s desire to focus on goals that go beyond 
individual egocentric drives and contribute to the overall wellbeing of others.  As described 
by Maslow (1971, p. 269): 
 
“Transcendence refers to the very highest and most inclusive or holistic levels of 
human consciousness, behaving and relating, as ends rather than means, to oneself, to 
significant others, to human beings in general, to other species, to nature, and to the 
cosmos”. 
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Empirical and commercial evidence suggests both Bandura’s observations, and the 
motivating force of transcendence continue to be as relevant to today’s business world as 
when they were first proposed. For example, Oh and Yoon (2014) find that ethical obligation, 
self-identity and altruism to be significant predictors of consumer attitudes and intention 
above and beyond attitudes and subjective norms. For each of these three predictors the shift 
from self-interested consumer motives to socially-oriented motives is explicit. Ethical 
obligation is manifested through individuals’ perceptions remodelling consumption 
behaviours from personal concerns to societal concerns (Oh and Yoon 2014). Self-identity is 
a form of self-concept formed by personal thoughts and affectations that emerge out of 
socially determined reference systems (Lee 2006). Finally, altruism is a prosocial disposition 
manifest in the voluntary act of helping others with no intention to obtain personal benefit 
(Rushton et al. 1981).  Reflecting these findings we see ethical consumerism growing, valued 
at £46.8 billion in 2010, demonstrating almost 300% growth (£30 billion) since 1999 (Co-
operative Bank 2011).   
These emerging theories of consumer behaviour also are shaping how consumers 
themselves are defined. For example, Carrigan, Moraes, and Leek (2010, p. 516) view 
consumers as, “people engaged in meaningful and socially embedded everyday practices, 
sustainable or otherwise, which involve the (symbolic) consumption (purchase, usage, and/or 
disposal) of material goods in one way or another”. They argue that this stance suggests 
consumption is inextricably bound with socially constructed norms between consumer to 
consumer relationships, as well as consumer to business relationships. This stance is also 
reflected in investigations of procedural models of consumption. Fatma and Rahman (2015) 
observe that consumer behaviour literature typically investigates consumption processes 
based on cognitive paradigms at sequential stages of the consumer decision making process: 
need recognition, information search, evaluation of alternatives, purchase and post-purchase 
behaviour. However, they observe that for contemporary conditions attention must also be 
directed toward these processes with specific regard to socially-oriented marketing activities. 
Given the close fit between this observation and the current thesis I draw on Fatma and 
Rahman’s (2015) work to summarise consumer behaviour as it applies to socially-oriented 
activities. 
Problem and need recognition in product-based dimensions involves the consumer 
identifying a need or want in response to a perception that something is missing or not being 
satisfied (Solomon, Bamossy, and Askegaard 2002). These needs may be triggered by 
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external stimuli such as advertisements, or internal stimuli such as hunger.  With regard to 
socially-oriented dimensions Fatma and Rahman (2015) posit that the firm’s CSR activity 
may serve as an added advantage for the consumer above and beyond the utility of the 
product itself.  A precondition to this additional benefit is the consumers’ awareness of the 
CSR activity. Without awareness the activity is unable to translate in a positive exchange 
between the consumer and organisation; that is, a purchase that satisfies the consumer’s 
social (and product) needs, and the organisation’s financial needs (Auger et al. 2003; Lee and 
Shin 2010; Pomering and Dolnicar 2009; Sen and Bhattacharya 2001; Tian et al. 2011; 
Wigley 2008).  
Having identified a problem or need that requires satisfying, consumers undertake an 
information search and evaluation of alternatives of the firms included in their consideration 
set. At this stage consumers establish their criteria for evaluating the choice alternatives that 
align with their goals and motives (Sternthal and Craig 1982). The investigation of the 
socially-oriented attributes of each alternative contribute to the development of attitudes and 
beliefs the consumer assigns to each firm. This said while there exists much research 
supporting the development of positive consumer attitudes for firms undertaking socially-
oriented activities, these favourable attitudes are contingent on a variety of considerations. 
These include the organisation’s existing reputation (Albinger and Freeman 2000; Greening 
and Turban 2000), factors relating to the quality of their products and pricing (Mohr and 
Webb 2005; Sen and Bhattacharya 2001), the degree of fit between the socially-oriented 
activity and the firm (Bigne-Alcaniz et al. 2009; Nan and Heo 2007), pre-existing brand 
identification (Maignan and Ferrell 2004), and the opinions of infomediaries who publish 
opinion pieces online and in traditional media (Kotler and Keller 2009).  
The final stages in the consumer decision making process are the purchase decision 
and post-purchase behaviours. Compared to purchase decisions made purely on product 
dimensions, decisions involving socially-oriented factors are more complicated and flexible 
(Sen and Bhattacharya 2001). Research has found that consumers, despite potentially being 
motivated by socially-oriented appeals, are resistant to compromise on important product 
attributes such as quality or price (Mohr and Webb 2005; Gupta and Hodges 2012). This said, 
socially-oriented organisational activity has been found to enhance perceptions of value 
(Fornell 1992), satisfaction (Carvalho et al. 2010), customer loyalty (Martínez and Rodríguez 
Del Bosque 2013), and willingness to pay higher prices (Homburg et al. 2005).  
 
36 
 
2.3 Social change and the organisation   
 
The evidence supporting the germination and spread of socially constructed ideals 
throughout all levels of society is substantial. It is therefore unsurprising to see this evolution 
mirrored in contemporary definitions of marketing. For example, The American Marketing 
Association (2013) defines marketing as ‘the activity, set of institutions, and processes for 
creating, communicating, delivering, and exchanging offerings that have value for customers, 
clients, partners, and society at large’.  This emerging focus on “society at large” is reflected 
in the volume of research and literature directed at this domain. At the time of writing a 
search of ‘corporate social responsibility’ (CSR) returned 31,613 peer-reviewed articles, 
while the Internet returned over 61,000,000 results, and ‘social marketing’ returned a further 
337,000,000 results. The accumulated knowledge encapsulates perspectives that oscillate 
between the extremes of the free market concept (Friedman 1970), and the socially-oriented 
approach (Freeman 1984; Wood 1991; Smith 1994).  Within these extremes numerous 
theories have been brought to bear on the topic of CSR. Carroll and Shabana (2010) conclude 
that organisational strategy must integrate activities that meet both the organisation’s and 
society’s objectives. Concurrent with this evolving body of literature are growing legislative 
and social demands that make corporate social responsibility a commercial imperative 
(Hillman and Keim 2001). Organisations increasingly are being held accountable for the 
social impact of their operations (Porter and Kramer 2006), and screening across socially 
responsible dimensions for stock market analysis, and triple-bottom-line reporting becoming 
more commonplace (Elkington 1994).  This contention is in keeping with emerging 
philosophies that view long-term organisational sustainability as having a reciprocal 
relationship with the entire social system in which it operates (e.g. Vargo and Lusch 2004, 
2015). This increasing emphasis on socially-oriented activity is reflected in shareholder value 
with investor sentiment for socially responsible corporate activities growing 33% from 2014 
to 2016, and valued in 2016 at US$8.72 trillion in the US alone (USSIF 2016).   
 
2.3.1 Theories and frameworks of the socially-oriented organisation 
Stakeholder theory proposes that organisational decisions must account for the 
interests of those invested with the organisation, as well as those affected by the organisation. 
Serving as the foundation of the theory, the normative aspect is based on the assertions that, 
37 
 
(1) that stakeholders may be identified by the degree of interest they have with the 
organisation and (2) that all stakeholders have intrinsic value (Donaldson and Preston 1995). 
Building on this foundation, more recent developments of stakeholder theory reconceptualise 
this corporate-centric view to a network-based view that recognises the interdependence and 
mutuality of power among all stakeholders (Nielsen and Thomsen 2012). In this form, 
stakeholder theory provides important pragmatic reasons for undertaking socially-oriented 
activities.  Much has been written on the subject of how organisations may contribute to the 
societies in which they operate, with valuable contributions in the fields of CSR, societal 
marketing, and CrM (Table 2). 
Operating at an organisation-wide level CSR is the most comprehensive of these 
fields, and subsumes much of the activity and thinking that underpins societal marketing and 
CrM practices. While there is no universal definition of CSR most support the ethos that CSR 
activity strives to meet social demands and ensure its activities are compliant with ethical and 
legal standards that govern how the firm operates and the impact it has on society and the 
environment (Lichtenstein et al. 2004). From the summary of marketing schools outlined 
earlier two broad streams of investigation may be identified. From the marketing 
management school, a typically firm-oriented perspective is adopted with normative issues of 
whether the firm ought to engage in socially-oriented practices, and the impact such decisions 
have on performance. The other stream, more in-keeping with the macromarketing school, 
places an emphasis on a variety of objectives inclusive of broader considerations such as; 
stakeholder expectations vis-à-vis the organisation-society relationship, stakeholder 
perceptions and attitudes in relationship to socially driven norms and values (Fatma and 
Rahman 2015; Golob 2004; Maignan and Ferrell 2004; Peloza and Shang 2011). Two main 
marketing domains aligned with the organisation’s CSR aspirations are societal marketing 
and cause-related marketing (CrM). 
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Table 3: Predominant socially-oriented marketing approaches and philosophies 
 
Corporate social 
responsibility 
(CSR) 
CSR is focused at a corporate level (Peattie and Belz 2010) and is a 
form of self-regulation integrated into an organisation’s business 
model (Wood 1991). The aim of CSR is to encourage responsibility 
for the company’s actions and generate a positive impact on the 
environment, consumers, and other stakeholders with which it has an 
impact (Lindgreen, Swaen and Johnston 2009). 
Cause-related 
marketing 
(CrM) 
CrM is typically undertaken by for-profit (FP) organisations working 
in conjunction with not-for-profit organisations to support a worthy 
cause (Svensson and Wood 2011). CrM is defined as “the process of 
formulating and implementing marketing activities that are 
characterised by contributing a specific amount to a designated non-
profit effort that, in turn, causes customers to engage in revenue 
providing exchanges” (Mullen 1997, p.45). Varadarajan and Menon 
(1988) make delineations between CrM and sales promotions based on 
the nature of transactional processes and subsequent beneficiaries. 
 
Societal 
marketing 
Societal marketing takes the concept of social responsibility a stage 
further than CrM. While CrM relies upon an alliance with a NFP 
enterprise, societal marketing integrates a socially responsible 
orientation into corporate DNA. According to Kotler (2000), societal 
marketing holds that organisations should determine the needs and 
wants of consumers and deliver their product or service more 
effectively than their competitors in a way that enhances the 
consumer’s and the society’s well-being. As such, it differs from 
social marketing in that the company’s core business is not 
intrinsically of benefit to society, and differs from CrM in that it 
represents a more enduring commitment by incorporating the cause 
into the organisation’s operational orientations. 
 
Service 
Dominant Logic 
A philosophy that views long-term organisational sustainability as 
having a reciprocal relationship with the entire social system in which 
it operates, with the co-creation of value achieved through the large-
scale integration of resources and service exchange processes that are 
larger than the individual institution (Lusch and Vargo, 2014, Vargo 
and Lusch 2016). 
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Like CSR, societal marketing adopts a socially-oriented approach that is ingrained in 
the organisational ethos. It refers to a variety of organisational strategies that accommodate 
and embrace social concerns and facilitate social change but with a focus on marketing 
activity (Kotler and Zaltman 1971; Abratt and Sacks 1988, 1989). According to El-Ansary 
(1974, p. 318) the aim of societal marketing includes (1) balancing consumer needs with 
resources and the environment; (2) developing morally and environmentally compatible 
products; and (3) undertaking transparent and communication programmes that educate and 
inform consumers that avoid deceptive claims or appeals. Adopting a societal marketing 
orientation may influence how the firm designs and develops its goods, services, and shapes 
its interactions with its publics (Kotler and Zaltman 1971). In a review of the literature Zeng 
et al. (2013) identify three main dimensions across which this occurs: environmental, social, 
and economic. Early work encompassing the environmental dimension addresses issues 
inclusive of ecological concerns, use of scarce resources, and sustainability (Kassarjian 1971; 
Kinnear et al. 1974; Leathers 1972), and how these impact on brand perceptions (Kinnear et 
al. 1974), and have given rise to more recent discussion on the importance of where and how 
the firm intersects with environmental issues (Crane and Desmond 2002; Leonidou and 
Leonidou 2011). Alternatively, other research has focused on the social dimension and the 
need for the firm to incorporate wider social responsibilities in their organisational practices 
to meet the needs not only of their consumers, but also to engender loyalty and support with 
society at large (Baumgartner and Ebner 2010).  The social dimension emphasises activities 
that promote ethical consumption, improve the quality of life for all stakeholders, and limit 
inequality (Bansal 2005; Cuthill 2010; Peattie and Peattie 2009). Finally, Zeng et al. (2013) 
identify an economic dimension to societal marketing. In this domain attention is focused on 
delivering more efficient ways to operate while maintaining sustainable competitive 
advantage and having a positive impact on society and financial stakeholders (Baumgartner 
and Ebner 2010).  
The organisational benefits that arise from societal marketing and CSR activity are 
numerous and well-established. They include; positive publicity, increased funding 
opportunities, a sense of pride, and favourable employee attitudes and behaviours such as 
lower turnover and increased productivity (Bhattacharya et al. 2008).  More recent research 
finds that 94% of consumers, from a survey of 10,000 participants, report that they would 
purchase a product with environmental benefits (Cone and Echo Research 2011). Similar 
studies also suggest that socially responsible actions improve corporate image and reputation 
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(Hur et al. 2014; Saeidi et al. 2015), purchase and recommendation intentions (Ellen et al. 
2006; Walker et al. 2010), and consumer willingness to pay (Barone et al. 2000). 
Unlike CSR or societal marketing CrM is linked to purchase before any social 
contributions are performed by the organisation.  CrM  is defined as “the process of 
formulating and implementing marketing activities that are characterised by contributing a 
specific amount to a  designated non-profit effort that, in turn, causes customers to engage in 
revenue-providing exchanges” (Mullen 1997, p.45). As such, organisations donate resources 
to beneficiaries in response to consumer purchases or engagement (Varadarajan and Menon 
1988), while philanthropy which has no link between sales and donation to a beneficiary 
(Adkins 1999).   
CrM has a long history with numerous captains of industry including Carnegie, 
Rockefeller, and Astor, advocating the benefits of undertaking socially-oriented activity for 
both the firm and the societies in which they operate. Despite these early roots, by the 1960s 
passive charity and corporate philanthropy witnessed declining impact in the face of growing 
anti-establishment movements (Berglind and Nakata 2005).  As noted by one of the most 
influential advertising authorities of the period, David Ogilvy observed that, with regard to 
traditional approaches to philanthropy, “If you did it and didn't tell anybody, you didn’t do 
it.” (Tanen et al., 1999, p. 205). Flowing from these turbulent times, and mounting dialogue 
on where and how the organisation and society intersect, American Express (AMEX) 
launched what is arguably one of the first CrM campaigns (Smith and Higgins, 2000). With 
the Statue of Liberty in need of extensive renovations AMEX initiated a campaign in which 
they donated one cent for every transaction conducted with their cards. Combined with a 
promotional spend of US$6 million, in excess of US$1 million was raised for the project, 
AMEX product usage increased by 28%, and new card applications grew by 17% (Tanen et 
al., 1999).  In light of the unprecedented success the campaign achieved AMEX promoted its 
good deeds with more flair than traditionally associated with philanthropic activity, 
subsequently trademarking the term “cause-related marketing”.  As noted by Berglind and 
Nakata (2005, p. 445):  
“The genius of this campaign was recognizing that the marketplace would reward 
firms that acted in a socially responsible way and that assisted ordinary citizens to act 
responsibly, too. The key distinction from prior philanthropic endeavors was an overt and 
much publicized connection between a company's primary activity (making money) and a 
not-for-profit organization's aim (improving welfare). Thus, for the first time, commercial 
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objectives were unabashedly and unapologetically co-mingled with a social mission to 
produce a single marketing effort” 
 
As suggested by the quote above, the benefits associated with CrM are considerable. 
It has been found to; enhance corporate image that in-turn increases sales (Varadarajan and 
Menon 1988) and profits (Adkins 2004; Carroll and Shabana 2010; Kurucz et al. 2008), 
increase the amount consumer will be willing to pay for a given product (Rains 2003), 
engender an emotional connection with consumer and increase market share (Meyer 1999), 
induce brand-switching if a cause is of concern to the consumer (Cone 1996). Given the 
many advantages that may arise from CrM it is unsurprising that organisations are embracing 
the practice. At the time of writing global spending on CrM is forecast to increase from 60.1 
billion in 2016 by 4.5 percent in 2017 to $62.8 billion in 2017, a rate of growth similar to that 
seen for the year 2015 – 2016 (IEG 2017).  
The purpose of the preceding summary is threefold. First, it highlights the interrelated 
nature of the three domains, with each domain attempting to address the divide between 
organisational activity and social demands. Second, it highlights variation with the 
organisational focus of each domain. I refer again to the observations of Husted and Allen 
(2010) to delineate the nature of this variation.  CSR is embedded in a sense of organisational 
obligation vis-à-vis prescribed codes and standards, and is applicable not only to marketing 
concerns, but also to strategic and government intervention, or operational factors such as 
cost reductions. Alternatively, societal marketing, while similar to CSR, places a greater 
emphasis on the firm’s consumers, relating more specifically to Husted and Allen’s (2010) 
third organisational objective, to differentiate products (albeit also via adherence to social 
demands). Finally, CrM does not necessarily adapt its organisational processes to accord with 
prescribed codes, but forms an alliance with an external agency to benefit a third party with 
the aim being to enhance its image.   
As seen, there are many approaches and orientations available to the marketer when 
considering the introduction of socially-oriented activity, each with a considerable body of 
evidence to suggest such activity may engender a range of organisational benefits.  However, 
despite the compelling case for adopting a socially-oriented perspective the empirical support 
for doing so is neither conclusive nor consistent, with issues of trust, legitimacy, and 
consumer motivation a much investigated and debated topic. 
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2.4 Legitimacy issues with socially-oriented marketing 
 
Mohr et al. (2001) describe three factors that encapsulate the cause for much of this 
inconsistency. First, consumers may believe companies use CSR in their own self-interest 
and are unconvinced of the altruistic nature of the initiatives.  Second, consumers may report 
a limited knowledge of organisations’ socially responsible records.  Third, consumers may be 
more interested in meeting consumption goals rather than obfuscating the purchase process 
with considerations beyond that goal. Common to the first two issues are consumers’ 
knowledge and beliefs regarding the legitimacy of the firm’s socially-oriented activity, while 
the third issue may conceivably be a result of the first two issues, and (or) reflect insufficient 
consumer motivation. Subsequent research confirms that these issues persist. While it is 
generally assumed consumers will reward organisations undertaking socially-oriented 
activities (Kim et al. 2010), others have found this is not always the case (Becker-Olsen et al. 
2005; Drumwright 1996; Mohr et al. 2001). At the heart of most criticisms are issues of trust. 
When the consumer does not trust the firm undertaking the charitable donation they are 
perceived as being insincere, ethically dubious and/or employing manipulative gimmicks 
(Barone et al. 2000; Chang and Cheng 2015). For example, backlash can occur if consumers 
believe that socially-oriented activities are undertaken merely for profit (Barone et al. 2007; 
Ellen et al. 2006; Yoon et al. 2006); if there are inconsistencies between the organisation’s 
socially-oriented claims and its behaviour (Wagner et al. 2009); if claims are false or lack 
transparency (Nyilasy et al. 2014); and if the cause-related activity is regarded simply as a 
promotion (Eikenberry 2009; Gupta and Pirsch 2006; Rozensher 2013). 
These ambiguities are not the product of a handful of aberrant studies: reviews have 
found such issues spanning 30 years (Beckmann 2007).  Whether these issues are due to low 
corporate performance or increased consumer expectations is peripheral to the current 
discussion.  More apposite is that high standards of corporate conduct are now commercial, 
legislative, and social imperatives, and developing effective and practical ways of performing 
on this dimension are required.  However, many companies struggle with this. For example, 
CrM often is regarded simply as a promotion (Gupta and Pirsch 2006).  This may be based, 
firstly, on there being no enduring commitment to the cause. A clear example of this is an 
observation I made while a marketing practitioner. I observed that a Queensland based 
banking organisation (Bank of Queensland: BOQ) was promoting its support for victims of 
the 2009 bushfires that had ravaged many homes and destroyed the livelihood of many 
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Australians. Impressed by the promotion I investigated the claim further. BOQ Managing 
Director stated, “We have been shocked and saddened, like all Australians, by the tragic loss 
of life in Victoria and hope that our donation of $100,000 will go some way to helping the 
survivors,” (boq.com.au). However, despite the emotional burden felt by the organisation it 
transpires it was not sufficient to extend to their wallets. The $100,000 was accrued from 
donations made by their customers and employees with, “all of our branches… accepting 
donations for the victims of the fires, which will go to the Red Cross Victorian Bushfire 
Appeal” (boq.com.au). In this instance, there appears to be no organisational commitment to 
the cause what so ever, other than acting as a conduit for others to donate funds, for which the 
bank implies a degree of altruistic credit. The second issue that threatens perceived 
legitimacy with CrM activity is that support given to the worthy cause may be conditional on 
a transactional exchange, which, by its nature undermines the authenticity of any altruistic 
claim (Mullen 1997). An example of this observation is Product Red, a private company that 
licenses its brand to partner organisations to develop Red affiliated product extensions from 
which a percentage of profits go to charity.  This cause-related arrangement has been 
criticised for placing a profit-driven intermediary between a donor and a charity, and 
secondly, for issues of fund allocation transparency (Starita, 2007). 
 With regard to societal marketing and CSR, companies again often fail to generate a 
deep-rooted belief in the legitimacy of their activities (Wagner et al. 2009).  One enduring 
example is the Nike sweatshop debate.  After undertaking production in countries with low 
labour costs and limited (or no) labour unions in the 1970s, a global backlash ensued 
regarding workers’ rights and conditions.  In response to this backlash Nike installed 
manufacturing codes of conduct (Sage 1999).  This notwithstanding, reports of child labour 
and poor working conditions persist in Thailand (Thyda 2000); Indonesian employees report 
abuse by supervisors (Daily Mail 2011); and Nike themselves reportedly admit to ‘finding 
abusive treatment, either physical or verbal, in many plants (yet) there was little (they) could 
do to stop it’ (Daily Mail 2011).  Despite these provocative reports, Nike paradoxically 
undertakes numerous worthwhile values-based initiatives via their ‘Better World 
Community’ programs. Similar issues abound throughout the corporate world with Starbucks, 
Mattel, and McDonalds all facing similar controversy (Adamy and Thurow 2007; Roth et al. 
2008; Stender et al. 2006).  
It is not the aim of this thesis to argue the strengths, weaknesses or validity of the 
social performance of these companies.  However, these cursory but pointed observations 
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demonstrate how the absence of an overarching and integrated socially-oriented ethos can 
create conflicting perceptions of legitimacy and trust. Porter and Kramer (2006) encapsulate 
this issue well.  They observe that businesses, while aware of the importance of socially-
oriented corporate activities, remain unclear on how to address this, with most corporate 
response being neither strategic nor operational but merely cosmetic.  It is this lack of 
strategic and operational clarity that may explain paradoxical activities exemplified by the 
Nike case study.  Companies do not intentionally send out mixed messages, there is simply 
no standardised framework for coordinating socially-responsive marketing activities within 
complex organisational structures (Andorfer and Liebe 2012).  For the practitioner this issue 
is not to be dismissed lightly. David Jones, CEO of global advertising giant Havas, stating in 
an online interview, “companies… are struggling with two questions in particular; we know 
we need to be responsible, but how do we do it? And we are being more socially responsible, 
but how do we talk about it?” (Bishop 2013).    
At the heart of these issues are questions of how the organisation develops meaningful 
perceptions of legitimacy for the activities they undertake. In this, stakeholder theory only 
goes part way to assisting the organisation.  As noted, stakeholder theory provides important 
pragmatic reasons for undertaking socially-oriented activities, however, it is not suggestive of 
any socially-driven moral motive, only organisationally-driven obligation. Accordingly, I 
adopt the position of Mathews (1993) that organisational legitimacy cannot emanate from 
merely meeting obligations, but must include reference to the values and norms of the society 
in which the organisation operates. For this, I draw on legitimacy theory. Suchman (1995, p. 
574) defines legitimacy as “a generalised perception or assumption that the actions of an 
entity are desirable, proper, or appropriate within some socially constructed system of norms, 
values, beliefs, and definitions”. This important consideration is gaining increasing traction 
(e.g. Castello and Lozano 2011; Frandsen and Johansen 2011; Johansen and Nielsen 2012), 
with some observers asserting legitimacy to be the most critical issue for 21st Century 
organisations (Marais, 2012). In most instances prior research utilises legitimacy theory to 
investigate how organisations respond to criticisms of corporate social behaviour, with 
discrepancies between the values of the organisation and those of society resulting in threats 
to perceived legitimacy (Lindblom 1994; Perks et al. 2013). The theory explains the actions 
of the organisation when developing and implementing activities that fulfil their social 
contracts (Burlea and Popa 2013).  Suchman (1995) proposes three dimensions of legitimacy: 
pragmatic, moral, and cognitive. Pragmatic legitimacy typically involves adhering to 
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demands made by influential parties including, but not limited to, government agencies, 
advocacy groups, shareholders, and consumers. According to Suchman (1995, p.578) this 
dimension “rests on the self-interested actions of an organisation’s most immediate 
audiences” and involves a direct exchange between the organisation and these parties.  This 
said, Suchman (1995) observes that cultural idiosyncrasies may colour the extent to which 
such actions may be perceived as legitimate or simply commercially expedient.  In a similar 
vein, with a different focus, moral legitimacy is less concerned with meeting the expectations 
of influential stakeholders, but is regulated more by a sense of whether an activity is the right 
thing to do. Suchman (1995, p.579) states that moral legitimacy “reflects a positive normative 
evaluation of the organisation and its activities”, and is embedded in adhering to prevailing 
socially constructed values. Additional (but interrelated) to these dimensions is cognitive 
legitimacy which is based on mere acceptance or a “taken-for-granted” backing of an 
organisation’s activity, rather than socially constructed evaluations (Suchman 1995, p.582).  
In summary, the current chapter provided an overview of the three main approaches 
available to the organisational when attempting to integrate growing social demands with 
their corporate practices. The need for such activity is growing as digital technologies 
empower individuals, and shape the commercial and social landscape. With these 
technological advances, society is interacting and propagating new ideas and values on an 
unprecedented scale. Concurrent with these changes are increasing calls for organisations to 
improve their social performance. While there are compelling reasons to engage in socially-
oriented activities, empirical ambiguities and corporate shortcomings persist. Underpinning 
these issues are the observations of Mohr et al. (2001) regarding; (1) consumer scepticism 
regarding organisational motives and commitment, (2) consumer awareness of socially-
oriented corporate activity and, (3) a lack of consumer engagement with causes that may 
obfuscate the purchase process. The first issue pertains to perceived levels of corporate 
commitment, the second to levels of awareness, and the third to insufficient consumer 
motivation. These issues have been found to persist and, to date, no clear solution to these 
threats to legitimacy and the impact this has on organisational outcomes has been proposed. It 
is arguable that these persisting ambiguities may be the result of prior researchers confining 
their investigations to the school of marketing in which they are most familiar. Of the three 
issues identified, degrees of commitment is a factor most apposite to the macromarketing 
school, levels of awareness and effective communications is central to those from the 
marketing management school, while consumer motivation applies most directly to the 
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consumer behaviour school.  With these various schools of thought in mind the following 
chapter will continue the literature review, but with a particular focus on the three macro 
level factors identified above.  
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CHAPTER 3:  LITERATURE REVIEW (MODEL DEVELOPMENT) 
 
Building on the issues identified in the preceding chapter, I now look at the three 
overarching drivers central to the success or failure of socially-oriented activity: perceived 
organisational commitment, consumer awareness, and consumer motivation. While these 
drivers have received much prior investigation the findings are not consistent. Contributing to 
this lack of consistency is the tendency in prior investigations to view these factors 
independently rather than as interrelated co-determinants of consumer perceptions and 
attitudes.  However, systems thinking theory (Von Bertalanffy 1976) may assist in the 
organisation of these constructs to better understand their associations. Systems thinking is 
defined as “an approach to understanding and improving complex issues and situations. It 
attempts to deal with these as wholes rather than through the reductionism of conventional 
science. Reductionism understands complex issues by examining smaller and smaller parts. 
Systems thinking sees the whole as different from the sum of its parts, because of the 
interactions between the parts” (Packham 2014, p. 753). When we apply this logic to these 
established but disparate factors, a better understanding of their relationships, effects and 
influence on the consumer-organisation relationship may be garnered. The following section 
will make the case for this interrelated approach. At each stage of investigation propositions 
are formulated. The chapter concludes with an overview of the propositions and the pathways 
that emerge between corporate activity and organisational outcomes. These pathways 
underpin a conceptual model, termed the model of principle-based marketing.  
Given the complexity of the factors under consideration, and the stated aim of the 
thesis to bring clarity to the field, I have constructed a framework that utilises degrees of 
organisational control (from high to low) as device to more clearly illustrate the pathways 
between the firm’s socially-oriented activities and the outcomes that flow from these 
activities (Figure 2).   
 
 
 
 
 
48 
 
Figure 2: Framework depicting pathways between organisational activities and 
outcomes across degrees of organisational control. 
 
 
 
3.1 Commitment 
 
Before any form of cause-related activity can be introduced to the firm’s marketing 
agenda a degree of commitment to the cause must be established. This consideration is in-
keeping with the macromarketing school of thought that describes the role of the firm and 
markets as systems intended to improve the overall wellbeing of humankind through 
networks of exchange (Mittelstaedt, Kilbourne and Shultz 2015).  An objective such as this is 
not possible without genuine commitment, and represents the first area of organisational 
activity from which all other activities and outcomes must flow. I broadly delineate 
commitment as the degree to which the company supports the cause related activity and 
aligns its processes with an ethos in-keeping with the cause. Much has been written on what 
constitutes areas for contributing to social activities (see 3.1.1: contribution), but surprisingly 
little prior work can be found on how one actually determines a value for commitment.  As 
noted by Dare (2016), we do not have a reliable method for detecting differences between 
socially-oriented activity that is merely for public display, and that which is founded on a 
genuine commitment. As a starting point I draw on Dare’s (2016, p. 91) definition of 
organisational commitment as “the degree to which an organisation values the needs of both 
its shareholders and its broader set of key stakeholders, and attempts to fulfil those needs”. 
Complementary to this broad definition, Dwyer et al. (1987, p. 19) propose three constructs 
by which to fulfil these social and stakeholder needs: inputs (economic and emotional), 
durability and consistency. For the current thesis I reorganise these factors. Firstly, I remove 
the emotional component from Dwyer’s framework: within the current framework the 
proposed dimension of external congruence (see section 3.4.2, page 52) captures this 
emotional component more appropriately than organisational commitment. Secondly, I 
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conceptualise durability and consistency under the encompassing construct of ‘consistency’.  
The reason for this distinction being that I regard both frequency of commitment, as well as 
duration of that commitment, to be equally necessary for claims of commitment to be 
meaningful: one cannot claim genuine commitment if the duration to a cause is fleeting, nor 
can one claim genuine commitment if the frequency is sporadic. In this sense they are two 
sides of the same coin. In a similar vein to Dare’s (2016) conceptualisation of commitment, 
only one applied model of commitment can be found. Meehan, Meehan, and Richards (2006) 
proposed the 3C-SR model, with the three ‘Cs’ referring to commitment, consistency, and 
connections, and the SR referring to social responsibility. While this model supports the 
position of the current thesis such that socially-oriented activity must account for all 
stakeholders represented in the firm’s the value chain, it differs in two important ways. First 
Meehan at al. (2006) propose that consistency (of commitment) is a distinct factor from that 
of commitment. However, as noted above the current thesis regards consistency and 
contribution to be indivisible manifest variables of a single factor (commitment). Second, the 
3C-SR model provides no elaboration of where and how other factors central to the execution 
of socially-oriented marketing activity integrates with the firm’s commitment: a short-coming 
that will be addressed with the dimensions discussed throughout this chapter. From this 
foundation I propose the dimensions representative of organisational commitment as: 
consistency (composed of duration and frequency of commitment) and contribution (the 
economic inputs). Combined, they represent the manifest variables from which a measure of 
objective commitment may be determined.   
3.1.1 Contribution. Contribution is the cost incurred by the organisation as a 
consequence of the cause related practices they adopt. The organisation should ensure its 
social commitments are evident across all internal practices and the practices of the firms 
with which it does business. Accordingly, contribution may be measured not just by what the 
organisation provides, but also by what it forgoes. Contribution can be made across many 
dimensions. The firm may make product-based donations to those in need, or to charitable 
organisations, such as the Whirlpool Corporation donating white goods to Habitat for 
Humanity for each new home built. Firms may also commit human resources, such as 
encouraging employees to exchange work hours for volunteering to the community, or 
serving charities.  Alternatively, the firm may incur financial costs associated with the 
redirection of resources, or the implementation of activities that benefit society at large. For 
example, Disney has offered over a million free tickets to members of the community for 
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volunteering to an organisation of their choice. Contributions may also be made via 
organisational processes. For example Starbucks implements its C.A.F.E Practices, to 
promote environmental leadership and accountability, while also delivering clean water to 
over a billion people via its support for Ethos Water. For further discussion see Sprinkle and 
Maines (2010). 
3.1.2 Consistency. Consistency comprises the cause related marketing practices 
adopted over time, measured by the frequency and duration of the commitment. Without 
consistency there is no commitment, only a contribution. To ensure desired outcomes, 
socially-oriented corporate activity must be credible and embedded in values that are 
integrated throughout the organisation and expressed in all interactions with the 
organisation’s stakeholders (Middlemiss 2003; Villagra and López 2013). This differentiates 
a principle-based initiative from cause-related promotions, which may be sporadic or ad hoc 
in nature, and helps engender greater perceptions of legitimacy compared to one-off gestures. 
Consistency underscores the organisation’s social objectives: it should be evident across all 
activities and policies (Meehan et al. 2006), and tied to the organisation’s mission as a long-
term objective rather than a short-term tactic to drive sales (Duncan and Moriarty 1997). 
The length of time the firm commits to a cause has been found to act as a proxy of the 
firm’s motives with longer commitment being associated with perceptions of genuine 
corporate intentions, and shorter commitment duration viewed as a sales device (Webb and 
Mohr 1998). Additionally, Varadarajan and Menon (1988) argue that consumers have more 
time to learn about company-cause associations as the duration of the commitment increases, 
with greater duration indicative of genuine commitment, and shorter duration perceived as 
reactive, with a focus on performance and, or external pressure. The method by which the 
duration of cause association contributes to favourable perceptions may be explained by 
information integration theory (Anderson 1991). The theory posits that new attitudes may be 
formed and modified as the consumer receives, interprets, evaluates, and integrates new 
information with existing information. 
Vallaster et al. (2012) provide a framework in which the level of social integration 
(commitment) and the company’s objectives coordinate with a proactive (management-led) 
or reactive (market-based) approach to socially-oriented activity. Socially-oriented initiatives 
that are proactive have been found to generate more positive consumer perceptions than 
reactive approaches (Becker-Olsen et al. 2005). Additionally, a proactive approach may 
overcome issues associated with the evolving lifecycle of social issues; instead, the 
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organisation commits to the cause irrespective of topical issues that may arise. Combined, 
consistency and contribution may ameliorate negative perceptions of self-interested motives, 
and promote consumer attitudes and behavioural intentions (Figure 3). While these variables 
possess face validity and theoretical support, no research can be found that has empirically 
tested the relative contributions of each dimension. Therefore, at this early stage of 
investigation I limit myself to the inclusion of both dimensions without making pre-emptive 
assumptions regarding the efficacy of each manifest variable individually (see future 
directions, p.126). Accordingly, the following proposition is presented, 
 
P1: Greater commitment to a cause demonstrated by the firm will predict more 
favourable organisational outcomes than smaller commitment. 
 
 
Figure 3: The direct effect of objective levels of organisational commitment to a cause 
and consumer attitudes and behaviours. 
 
 
 
 
3.2 Cognisance 
 
As noted in the preceding section the firm’s objective level of commitment can 
contribute to a variety of favourable outcomes. However, the degree of organisational 
commitment is merely a starting point in the construction of effective socially-oriented 
marketing activity. Given the many and varied approaches for contributing to society it is 
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challenging, if not impossible to construct any easily communicable and objectively 
comparable, measure of these contributions in relation to one another: Is donating $50,000 to 
the Red Cross representative of greater or lesser commitment than donating 2000 fridges to a 
housing commission? How do these activities compare objectively with employees donating 
their time to a given cause1?  To account for this important consideration a construct termed 
‘cognisance’ is proposed.  Cognisance is defined as the consumer’s perceived evaluations of 
the firm’s objective commitment. It is an outcome of the consumer’s knowledge and 
awareness of the firm’s commitment, and the associated judgments that emerge from this 
knowledge. The distinction may be stated as: what the firm does represents the objective 
levels of commitment, the consumer’s perceptions of what the firm does represents the 
subjective levels of commitment. Considerations such as these fall within the consumer 
behaviour school of interest and may encompass multiple fields such as cognitive psychology 
social psychology, conditioning and so forth.  Underpinning differences between objective 
and subjective commitment are cognitive biases and framing effects in which subjective 
reality is derived from their perceptions of the available input: that is, it is the individual’s 
perspective, not the objective facts that dictate behaviour and attitudes (Bless, Fiedler, and 
Strack 2004). This is an important distinction: perception is not the same as an attitude, but 
rather a precursor to it.  Perception is the process by which individuals interpret and organise 
information to produce a meaningful understanding of the world around them (Lindsay and 
Norman 1977). Attitudes are defined as “a mental or neural state of readiness, organised 
through experience, exerting a directive or dynamic influence on the individual’s response to 
all objects and situations” (Allport 1935, in Pickens 2005, p. 44).  Given the importance of 
this distinction it needs to be accounted for when describing the pathways between 
organisational activity and consumer response (Figure 4). Accordingly, it is proposed that: 
 
P2: The influence of objective commitment on organisational outcomes will be 
mediated by cognisance, such that higher cognisance levels will explain the indirect 
effect of greater firm commitment on increased favourable organisational 
outcomes. 
                                                 
1 While reducing all activities to a dollar figure may help with financial reporting of CSR activity it 
removes any human element that may be embedded in the CSR activity, thereby reducing social elements to 
purely transactional ones.  
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Figure 4: The mediating effect of cognisance on the relationship between objective levels 
of organisational commitment to a cause and consumer attitudes and behaviours. 
 
 
 
 
 
 
While objective levels of organisational commitment are distinct from subjective 
levels of commitment, it remains to be established what factors enhance levels of cognisance. 
Given that it has been established many consumers regard socially-oriented marketing 
activity with scepticism (Jahdi and Ackikdili 2009; Mohr et al. (2001) this is an important 
question that requires inclusion in the proposed model. Du et al. (2007) identify two 
determinants that shape consumer beliefs of socially-oriented corporate activity. The first is 
the consumer’s perceptions of the firm’s motives for undertaking these activities. This has 
been addressed, in part, with the first factor: commitment. The second determinant is the 
consumer’s awareness of the firm’s actions. Accordingly, I turn my attention next to the 
firm’s communication of their objective commitment.  
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3.3 Communication 
 
Once the level of commitment to a cause has been established, the firm must employ 
associated communications to increase consumer awareness and engender favourable 
perceptions of the firm’s commitment. Considerations such as this fall firmly within the focus 
of the marketing management school, with an emphasis on the firm and the processes they 
employ.  As a suitable proxy for the current thesis I draw on Podnar’s (2008, p. 75) definition 
of CSR communication as, “a process of anticipating stakeholders’ expectations, articulation 
of CSR policy and managing of different organization communication tools designed to 
provide true and transparent information about a company’s or a brand’s integration of its 
business operations, social and environmental concerns, and interactions with stakeholders”. 
Interestingly, there is no general consensus on how corporate communications interplays with 
the other factors relevant to the delivery of socially-oriented activities. For example, some 
studies hypothesise communications as having a direct effect on attitudes or behaviours such 
as purchase intentions (e.g. Pomering, Johnson, and Noble 2013), while others propose a 
moderating effect on consumer perceptions such as legitimacy (e.g. Wagner, Lutz, and Weitz 
2009), and positive reputation building (e.g. Morsing and Schultz 2006). Given a lack of 
empirical research that directly investigates these differing approaches, I turn to instead to 
theoretical foundations from which to proceed. Of the two approaches the thesis adopts the 
latter, viewing communication as moderator in the relationship between the organisation’s 
stated commitment to a cause and the consumer’s perceptions of that commitment 
(cognisance). Theoretical support for this stance is drawn from classical conditioning, in 
which heuristics are formed via associative learning (Till and Nowak 2000). In brief, long 
term memory is comprised of linked mental nodes that constitute the sum of our information, 
facts and beliefs (Martindale 1991).  These links may be developed to build associations 
between the organisation’s chosen cause and the consumer’s values, with a greater the 
number of positive brand associations generating greater the brand equity (Keller 2001).  
Building on the classical conditioning process, attribution theory (Jones and Davis 
1965; Kelley 1972) and the persuasion knowledge model illuminate how consumers attempt 
to understand corporate motives embedded in a firm’s communications.  If the motives are 
ambiguous then the consumer either questions legitimacy or seeks further persuasion 
knowledge (Friestad and Wright 1994). Individuals exposed to inconsistent information 
report greater perceptions of corporate hypocrisy than those who receive consistent 
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information (Wagner et al. 2009), especially if the organisation is deemed to have 
manipulative intentions, or to be exploiting social issues by using them merely as marketing 
tools (Banerjee 2008, p. 51; Schlegelmilch and Pollach 2005).  This process is the result of 
cognitive evaluation, such that the cause related activity is evaluated with other marketing 
cues to provide an overall assessment of value (Hamlin and Wilson 2004).  
Effective communications may mitigate consumer reports of limited knowledge of 
socially-oriented organisational track records as identified by Mohr, Webb, and Harris 
(2001). Promotion of socially-oriented activity communicates the efforts of the firm to its 
stakeholders and the community at large, and represents how the firm wants to be perceived 
(Perks et al. 2006).  According to Lewis (2003) 87 percent of UK consumers preferred 
companies invest in communicating their socially-oriented activities. There also is general 
consensus among academics and practitioners that CSR communications should be integrated 
throughout all organisational programs and activities (Lewis 2003; Knox and Maklan 2004; 
Middlemiss 2003; Werther and Chandler 2005).  These preferences are reflected in a shift 
from the use of corporate reports and websites for organisational disclosures to more recent 
trends of advertising to support organisational claims of socially-oriented activity (Pomering 
and Dolnicar 2009). Morsing and Schultz (2006) support this shift, reporting that 80-90 
percent of the community do not express negative perceptions of overt disclosure of CSR 
activities.  More recently studies have found this trend to be increasing, with some consumers 
expecting even greater, and more explicit, communications by the firm of their socially-
oriented activity (Tixier 2003).   
Despite the increasing interest in communication of socially-oriented activities, the 
field is not without its own complexities. For example, it has been suggested that increasing 
consumer expectations may also partially be exacerbating scepticism towards CSR based 
communications (Schmeltz 2012).  Adding further complexity are the findings of Obermiller 
et al. (2009) who report communication of socially-oriented activity is more effective for 
firms with an established reputation for high quality products, than those who market less 
familiar products. Importantly, while there may be substance to these findings, it is noted that 
these prior studies investigate the effectiveness of communications without consideration to 
the moderating and mediating effects suggested in the current thesis, and are therefore 
flagged as areas for further investigation.  
As summarised above, CSR communication is a complex and evolving field with 
many considerations shaping the specific content, delivery, and targets of the 
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communications (see Polonsky and Jevons 2009). However, within the scope of the current 
thesis I adopt the broad position of Lauritsen and Perks (2015) that comprehensive 
communication strategies are central to the successful delivery of socially-oriented marketing 
activity.  It is these comprehensive strategies that are instrumental in the transformation of 
objective commitment to perceived commitment (cognisance).  In support of this proposed 
pathway I draw on the observations of Pomering and Johnson (2009) who argue that, when 
formulating CSR communications, the development of favourable consumer perceptions may 
be better achieved by providing sufficient information on; (1) the social cause being 
supported, (2) the degree and nature of the firm’s commitment to that cause, and (3) the 
impact of the socially-oriented activity on the social environment. These arguments are in-
keeping with the TCB model (Rossiter and Bellman 2005), that posits communication must 
inform the target consumer (T) of the category need (C), and the key benefits (B).  Adoption 
of the TCB model ensures all aspects of the corporate communications work as a unified 
force to maximise effectiveness (Rossiter and Bellman 2005).  Failure to adopt the model for 
the communication of the firm’s cause-related activity suggests areas for improvement. While 
organisations typically execute their communications effectively across these dimensions for 
their product-based offerings, they often perform less effectively when communicating their 
social contributions.  For example, Hewlett-Packard initiatives exemplify note-worthy key 
benefits (B), but ambiguous category needs (C), and poor communication with the target 
consumer (T).  The organisation operates e-health centres in India, the Catalyst Initiative to 
promote education, the Learning Initiative for Entrepreneurs, and the Early Infant Diagnosis 
(EID) project.  Each of these initiatives is based on self-evident values and suggest 
considerable commitment.  However, at the time of writing, the initiatives are found only 
within an obscure text link at the base of the corporate website, and are not found in any other 
marketing devices such as packaging, television, or press advertisements.  Had the initiatives 
been governed by an overarching cause-related ethos the organisation would have been better 
equipped to encapsulate, communicate, and leverage these activities as an integrated part of 
their corporate identity.   
In answer to these short-comings Morsing and Schultz (2006) propose a stakeholder 
involvement strategy that assumes an on-going dialogue with stakeholders. The strategy 
invites negotiation and exploration with all stakeholders to keep abreast of changing 
expectations.  The authors argue that such an approach overcomes issues associated with one-
sided strategies that merely disseminate information (stakeholder information strategy), or a 
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two-sided approach that is only reflective of a pre-existing corporate position (stakeholder 
response strategy).  By adopting a communication approach inclusive of all stakeholders, 
objective commitment is transformed into the subjective measure of perceived commitment 
(Figure 5). In light of this summary of the literature it is proposed that: 
 
P3: Communication will moderate the mediating effect in the relationship between firm 
commitment and cognisance, such that the effect of commitment on cognisance 
will be greater when communication is high compared to when it is low. 
 
 
 
Figure 5: The moderating effect of communication on the relationship between 
objective levels of organisational commitment to a cause and cognisance. 
 
 
 
 
The preceding sections account for the two determinants that shape consumer beliefs 
of socially-oriented corporate activity as identified by Du et al. (2007). However, 
examination of the literature suggests there is more to the development of favourable 
perceptions than these two factors. Perceptions of legitimacy have also been linked to the 
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degree of fit between the sponsoring brand and the beneficiary. I therefore turn my attention 
next to the concept of congruence. 
 
3.4 Congruence 
 
The concept of congruence has received considerable attention under various names, 
including congruency, fit, involvement, and proximity (Ellen et al. 2000; Grau and Folse 
2007; Marin et al. 2015; Mattila and Hanks 2012; Nan and Heo 2007). In social marketing, 
‘fit’ embodies the idea of similarity among products, markets or marketing activities (Porter 
1987; Sen and Bhattacharya 2001; Varadarajan and Menon 1988), while Grau and Folse 
(2007) conceptualise cause involvement as synonymous with fit. In branding literature, fit 
represents synergy and transferability of brand associations (Aaker and Keller 1990; 
Broniarczyk and Alba 1994; Lichtenstein et al. 2004). In advertising, congruence has been 
conceived as perceptions of similarity, relatedness, and relevance (Johar and Pham 1999). 
Other studies operationalise congruence in terms of proximity of the cause to the consumer or 
company (Li et al. 2013; Mattila and Hanks 2012; Sen and Bhattacharya 2001). While the 
current body of research provides valuable insights, the findings are not always consistent. 
Some research finds various manifestations of congruence can enhance organisational 
outcomes (Hoeffler and Keller 2002; Pracejus and Olsen 2004), while other studies fail to 
support these findings (Ellen et al. 2000; Hamlin and Wilson 2004). Given the many 
conceptualisations of fit/congruence, this lack of consistency is not surprising. In an effort to 
unify the construct, the current thesis conceptualises two dimensions of congruence that 
encapsulate most approaches: social cause x company fit (termed ‘internal congruence’) and 
the fit between social cause x consumer lifestyles and values (termed ‘external congruence’). 
By considering both dimensions within one model may provide a more robust framework in 
which to consider the relative contributions of each individual dimension. For example, Nan 
and Heo (2007) failed to find an effect of internal congruency on attitude to the 
advertisement, attitude to the brand or attitude to the company. However, the manner in 
which brand/cause fit was operationalised may have confounded the results. The authors have 
manipulated internal congruence appropriately, aligning orange juice with the Healthy Diet 
Research Institute (high internal congruence), and orange juice with Traffic Safety Research 
Association (low internal congruence). Yet potentially low external congruence may have 
contributed to the failure to find an effect. That is, neither the Healthy Diet Research Institute 
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nor the Traffic Safety Research Association may have been strongly associated with the 
lifestyles and values of the participants. Specifically, it may be low external congruency that 
may account for the poor outcomes, and not internal congruence for which the failure to find 
an effect was attributed. This said, as external congruence was not conceptualised or tested it 
is not possible to draw a definitive conclusion on this argument. 
The following section expands on these two dimensions of congruence. The case for 
doing so is in-keeping with Hoeffler and Keller’s (2002) three factors that predict the 
leverage gained from socially-oriented marketing. Firstly, the consumer must have 
knowledge or familiarity with the cause to engender favourable associations and judgments 
(external congruence). Secondly, the positive associations and judgments must be supported 
by personal relevance to the consumer (external congruence). Thirdly, the associations and 
judgements must be transferable to the sponsoring brand (internal congruence). 
3.4.1 Internal congruence. Internal congruence is the degree of association between a 
cause and a sponsoring brand or product (Lafferty et al. 2004; Strahilevitz and Myers 1998; 
Strahilevitz 1999).  High internal congruency represents a close fit, while low internal 
congruency represents an obscure fit. Indicative of low internal congruency is a recent Toyota 
campaign. At the time of writing the auto manufacturer was running the ‘meals per hour’ 
campaign, donating a meal to the needy for each view of an online promotional film. While 
the initiative is note-worthy it is argued that the low internal congruency of the campaign 
contributed to issues of perceived legitimacy.  Almost 2,000 comments on the company 
Facebook page revealed inconsistencies reflecting positive perceptions such as; “Thanks for 
doing this. It’s amazing”, “Great move Toyota! Thank you for helping those in need”, while 
others reflected opposing perceptions, such as, “scam, hoax, embuste, mentira, falso...”, and, 
“I hate when companies do this, we give; now the companies can QUIETLY give. It’s all 
advertising and it’s just wrong”.  To ameliorate these conflicting perceptions of legitimacy 
the campaign may perform better with greater objective commitment and better internal 
congruency. For example, the Body Shop’s support of animal free testing demonstrates high 
internal congruency (cosmetics vis-à-vis animal rights), and the number of cause-related 
initiatives it promotes on the home page of their corporate website is suggestive of greater 
contribution and consistency. Combined, these factors may generate greater perceived 
commitment than those achieved by Toyota.  
As with the other constructs discussed thus far there is much ambiguity surrounding 
what exactly this factor is, and its role is in the overall delivery of socially-oriented marketing 
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activity. This ambiguity is reflected by the following quote from a peer reviewed article: 
“Results show that the fit between the cause and the brand does not affect perceptions of 
attitudes or purchase intentions regardless of the company's level of credibility” (Lafferty 
2005, p. 447).  As noted perceptions and attitudes are different, with the former being a driver 
of the latter, making the finding that internal congruence does not affect “perceptions of 
attitudes” somewhat confusing. This confusion is compounded by a complete lack of 
consensus on what effects cause-company fit generates, or the efficacy of these findings. 
Some prior research finds associations between brand-cause fit and perceptions (e.g. brand 
credibility: Becker-Olsen et al. 2006; Rifon et al. 2004), others find attitudinal outcomes (e.g. 
enhanced brand image: Gwinner and Eaton 1999), while others find behavioural outcomes 
such as purchase intentions (Becker-Olsen et al. 2006; Gupta and Pirsch 2006), and others 
still fail to find any of these effects. For example, Menon and Kah (2003) found no effect on 
brand image, Barone et al. (2007), Nan and Heo (2007) found no effect on attitudes to the 
brand, and Barone et al. (2007) and Lafferty (2007) found no effect on purchase intentions.  
Given the extant, but somewhat inconclusive, evidence available, I provisionally 
propose that internal congruence has a direct effect on perceptions of legitimacy, and that 
these perceptions combine with the effects of commitment and communication to provide 
overall levels of cognisance (Figure 6). The rationale being that, under the aegis of the 
proposed framework, it holds that a close fit between the cause and the sponsor may engender 
favourable consumer perceptions (such as legitimacy), but it is less reasonable to suggest this 
will engender attitudinal or behavioural change. For example, a manufacturer of feminine 
hygiene products may sponsor breast cancer. This represents high internal congruency, and as 
such may enhance my perceptions of legitimacy. However, as a middle-aged male, the 
congruence between brand and sponsor will have little impact on either my enduring attitudes 
or behaviours. For such attitudinal and behavioural outcomes the cause would need to have 
high external congruence (e.g. knowing a relative who has had breast cancer).  
This said, Hoeffler and Keller (2002) suggest two paths for determining internal 
congruence. A ‘commonality’ approach involves selecting a cause that has shared 
associations with the brand to bolster existing brand associations (e.g. Avon and breast 
cancer). The authors observe that while this is the more common approach, it may be limited 
in its ability to provide unique differentiating associations. A ‘complementary’ approach may 
improve differentiation by utilising the distinct characteristics of the cause to add unique 
characteristics to the sponsoring organisation: for example, Harley-Davidson sponsoring the 
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Muscular Dystrophy Association. The more appropriate approach will be a function of 
organisational, market and competitor characteristics which can be best determined on a firm 
by firm basis via research with the organisation’s target markets. Once appropriate internal 
congruency has been established it is proposed that: 
 
P4: Greater internal congruence will positively predict greater cognisance. 
 
Figure 6: The direct effect of internal congruence on cognisance. 
 
 
 
 
 
 
3.4.2 External congruence. External congruence is conceptualised as the degree to 
which the cause resonates with consumer’s values and lifestyle irrespective of organisational 
support for the cause.  Not to be confused with cognisance which is the consumers’ 
awareness, knowledge, and judgements about the company’s associations with the cause, 
external congruence is the awareness, knowledge, and feelings the cause holds for the 
consumer themselves. Such beliefs and orientations may be shaped by the social 
environments in which the consumer has been raised.  
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An individual’s lifestyle provides knowledge about their behaviour, interests, 
opinions and attitudes. When consumer lifestyles are congruent with an organisation’s 
socially-oriented activities, they perceive those activities as being genuine and favourable, 
which can shape desired consumption habits, greater loyalty, engagement and word-of-mouth 
behaviours (Lass and Hart 2004; Lee et al. 2012; Sen and Bhattacharya 2001). It has been 
suggested that these outcomes are a product of rational evaluations such that the co-brand (or 
cause) is cognitively evaluated along with other marketplace stimuli to provide an overall 
assessment of value vis-à-vis the sponsoring brand and that of competitor brands (Hamlin and 
Wilson 2004). 
Much evidence for the direct relationship between a consumer’s values and their 
subsequent attitudes and behaviours exists (Mayton et al. 1994). Koo (2000) argues that an 
individual’s values have a direct influence on pro-social attitudes and environmentally 
responsible behaviours; consumers’ personal values enhance appreciation of socially-oriented 
corporate initiatives (Basil and Weber 2006; Siltaoja 2006), and company-consumer 
relationships may be strengthened when consumers associate more strongly with the cause 
the firm is sponsoring (Marin et al. 2009).  
However, Lee et al. (2008) caution that many companies undertake socially-oriented 
activities without focusing on specific consumers, thereby risking low levels of awareness 
and engagement. This caution is given credence by the failure to find an effect in prior 
research. For example, Pomering et al. (2013) failed to find either reduced scepticism or 
higher brand evaluations arising from a study of a British bank (establishing a presence in 
Australia) to reduce the international arms trade. While the initiative had social merit, it is 
possible the failure to generate organisational benefits was due to low external congruence: 
that is, British banking and the arms trade (vis-à-vis the average Australian banking 
consumer). It is also noted that both of these outcomes are perceptions, which, under the 
current model are not theorised to be outcomes of external congruence. On the basis of 
observations the following proposition is presented (Figure 7), 
 
P5: Greater external congruence will positively predict more favourable organisational 
outcomes. 
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Figure 7: The direct effect of external congruence on organisational outcomes. 
 
 
 
 
3.7 Model of Principle-Based Marketing 
 
The preceding chapter reviewed the main factors found to impact on the successful 
delivery of socially-oriented marketing activity. Flowing from this investigation are several 
important contributions. First, an additional factor (cognisance) has been conceptualised that 
provides an overarching construct for the inclusion of perception based outcomes (as opposed 
to attitudinal and behavioural outcomes) within the flow between organisational activity and 
organisational outcomes. Second, the factors have been structured according to a novel 
dimension (organisational control) that may assist with articulating the relationships between 
the factors, and points of divergence from where organisational activity end, and consumer 
responses and characteristics begin (Figure 8). As such, it is the first model of its kind that 
can be found to provide both the practitioner and academic with a tactical framework in 
which to conceptualise and apply initiatives in-keeping with the firm’s overarching social 
position (e.g. CSR, CrM etc.).  
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Figure 8: The model of principled-based marketing. 
 
 
 
 
When viewed in its entirety the model combines disparate factors that unite to create a 
cohesive whole named the model of principle-based marketing (PBM). At the crux of the 
conceptual model is the construct termed ‘Principle’. It is from this construct that I describe 
fundamental differences between PBM and the established orientations summarised in 
Chapter 2.  
Principle is defined as “a fundamental truth or proposition that serves as the 
foundation for a system of beliefs or behaviour for a chain of reasoning” (Oxford Dictionary 
2014). In the current context, principle is defined as an organisational foundation for 
integrating social values (the proposition) with marketing practises (the behaviour). As the 
definition suggests, principles apply to myriad initiatives, however, ‘principle’ is an 
organisational foundation – not an ad hoc or fluctuating ethos. In this, it is the same as the 
traditional dimensions of the marketing mix. Companies do not spontaneously adopt/drop 
price or product foundations, nor should they spontaneously adopt/drop their principled 
foundations. All marketing strategy coordinates across the mix, and principles are no 
different.  
It should be stressed that the concept of principle-based marketing (PBM), while 
compatible with CSR, differs in several important ways. First, PBM applies predominantly to 
marketing activity, placing the consumer at the centre of its chain of reasoning, while CSR 
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operates at an organisation-wide level, adhering to prescribed codes and standards (e.g. ISO 
14000). By operating outside such codes, the marketer avoids complications arising from the 
life-cycle of social issues. In such cases social expectations germinate political debate, which 
in turn spurs the development of legislation (Marx 1986). Murray and Vogel (1997) observe 
that organisational goodwill programs that are independent of social expectations are better 
placed to exert a deliberate influence on the organisation’s social milieu, as they are not 
contingent upon what issues do, or do not, emerge from the life-cycle of social issues. 
Finally, the concept of responsibility is not applicable to PBM. Failure to adhere to prescribed 
codes of responsibility implies the organisation is irresponsible (Murphy and Schlegelmilch 
2013). In contrast, not employing principle-based marketing is not irresponsible, it is simply 
confining one’s marketing activities to the traditional marketing mix. That said, principled-
based initiatives may synergise with a company’s CSR efforts: while they are not 
theoretically bound, they need not be mutually exclusive. In summary, PBM is a marketing 
framework through which socially-oriented propositions can be conceptualised and integrated 
with traditional marketing practices. Chapter 4 will overview the battery of three studies 
adopted to test this proposition.   
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CHAPTER 4: RESEARCH OVERVIEW 
The preceding chapters reviewed the extent to which socially-oriented marketing 
initiatives are undertaken, and the commercial and empirical ambiguities that characterise 
much of this activity. In response to these ambiguities I then reviewed the mechanisms by 
which organisations structure and implement marketing initiatives that align corporate 
offerings with social demands. From this review a conceptual model, termed the model of 
principle-based marketing, was developed.  
The following chapters present a series of experimental studies to investigate the 
proposed model (Table 3) and answer research questions 1 and 2.  I begin this section with an 
overview of the research program. A total of three experiments were conducted to answer the 
two research questions. The three studies investigated the model of principle-based marketing 
under three product involvement settings. The following chapters present the findings from 
each study. At each stage the results are discussed and future directions and limitations 
identified.  
 
Table 4: Overview of studies 
Method Sample Objectives Analyses 
Study 1: Camping equipment 
Experiment 239 undergraduate 
business students.  
To investigate the conceptual 
pathways described in PBM and 
their impact on consumer attitudes 
and purchase intentions in a low 
product involvement context.  
Descriptive statistics, 
ANOVA, mediation analysis 
(Hayes process model 4), 
moderation analysis (Hayes 
process model 7). 
Study 2: Café setting 
Experiment 244 undergraduate 
business students. 
To investigate the conceptual 
pathways described in PBM and 
their impact on consumer attitudes 
and purchase intentions in a 
medium involvement product 
context.  
Descriptive statistics, 
ANOVA, mediation analysis 
(Hayes process model 4), 
moderation analysis (Hayes 
process model 7). 
Study 3: Mobile phone retailer 
Experiment 297 participants 
comprised of a 
community sample, 
university students, and 
the researcher’s peers. 
To investigate the conceptual 
pathways described in PBM and 
their impact on consumer attitudes 
and purchase intentions in a high 
involvement product context.  
Descriptive statistics, 
ANOVA, mediation analysis 
(Hayes process model 4), 
moderation analysis (Hayes 
process model 7). 
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4.1 Overview of Studies 
 
The experimental design adopted for testing the hypotheses represented in conceptual 
model must meet two prerequisites. First, I must establish that the inclusion of a principle-
based message is sufficient to elicit more favourable organisational outcomes than stimuli 
that does not include a principle-based message. This requires clarification given that 
comparatively few prior studies investigate experimental effects benchmarked against a 
control, but rather focus on the effects across treatments only (e.g. Barone et al. 2007; Chang 
2008; Grau and Folse 2007; Huber et al. 2008; Lafferty et al. 2004; Pracejus and Olson 2004; 
Ross et al. 1992; Strahilevitz 2003; Trimble and Rifan 2006; Zdravkovic et al. 2010). To 
investigate these differences the following studies utilised simulated print advertisements that 
incorporates principle-based messages compared to advertising stimuli that did not 
incorporate such messages. The second prerequisite is that the design must be appropriate for 
investigation of the causal relationships proposed in the conceptual model. As the variables 
presented in the conceptual model have already received much prior attention there is no need 
for further exploratory work. Rather, I wish to test the casual effects of key variables within 
the proposed conceptual framework.  
Given the need to determine these causal relationships an experimental design is 
deemed most appropriate as it allows for control over manipulation of the independent 
variables and measurement of the dependent variables (Field 2009). Additionally, 
experimentation enhances the degree of control that may be exerted on extraneous factors 
that may otherwise influence the dependent variables (Aaker, Kumar, and Day 2001). A 
further benefit inherent with the use of an experimental design is that the resulting 
quantitative data allows for objective analyses of the results, and removes the likelihood of 
subjective experimenter interpretations (Shaughnessy, Zechmeister and Zechmeister 2014). 
Finally, experimentation allows for randomisation of participants to the conditions thereby 
negating the possibility of selection bias. However, I note that my randomisation is more in-
keeping with a quasi-experiment in that I randomised the selection of tutorials with 
experimental condition, rather than by individual participant with condition. This said, I was 
unaware of, and had no control of which tutorial group (and therefore which participants), 
were to be exposed to which experimental condition. 
Despite these benefits, it is noted that the experimental design lacks ecological 
validity, with participants viewing and responding to stimuli within a controlled laboratory 
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setting. This has several important drawbacks. By placing participants in a laboratory setting, 
they are alerted to the experimental nature of the situation which may prompt them to pay 
closer attention to the stimuli and thereby interfere with natural responses (Sreejesh, 
Mohapatra and Ausree 2014). Secondly, the laboratory setting removed all other marketing 
and situational factors that may reasonably be associated with real-life shopping contexts. 
While the exclusion of extraneous marketing stimuli is useful for isolating the effects of the 
factors under investigation, the degree to which any findings may be applicable in the 
commercial world are to be treated with caution (Shaughnessy et al. 2014). This said, given 
the nascent nature of the conceptual model the focus of the current studies is to test the 
model, and the relationships between the hypothesised constructs, rather than the efficacy of 
the model under market conditions. As such, considerations of external validity are somewhat 
mitigated at this early stage of investigation. Should these preliminary studies prove fruitful 
then applying experimental conditions more representative of market conditions, and more 
robust marketing collateral such as web-based media, packaging and so forth, is 
recommended 
Each experiment was conducted using a written questionnaire comprised of 
standardised psychometric attitude and intention measures and followed a 3 (commitment: 
low/high/control) x 3 (communication: low/high/control) between participants factorial 
design. This design resulted in five different conditions power experiment: high commitment, 
high communication; high commitment, low communication; low commitment, high 
communication; low commitment, low communication, and a control condition that did not 
incorporate any principle-based message.  As noted, the control group is an important 
condition in order to establish a baseline for evaluation of the treatment groups (Field 2009).  
In order test the conceptual model under a variety of shopping contexts product 
categories representative of varying degrees of product involvement for the target population 
were utilised, ranging from low, to medium, to high levels of product involvement. In each 
instance I attempted to select contexts that would reflect variation in product involvement as 
it may reasonably relate to the average Australian consumer. The final three product 
categories were determined via an expert panel comprised of two senior marketing 
researchers, and my own experience based on over 25 years as a marketing practitioner.  
The rationale for using product involvement as a suitable dimension for varying the 
experimental contexts is based on the centrality of this factor in consumer decision making 
processes (Beatty et al. 1988; De Wulf et al. 2001; Lastovicka and Gardner 1979; Mittal 
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1995). The elaboration likelihood model (Petty et al. 1983) describes the role of involvement 
in message processing via two mechanisms: a central route and a peripheral route. The 
central route requires cognitive effort to appraise information, while the peripheral route 
utilises readily available cues. For low involvement products, peripheral route processing 
may be utilised; the reduced risk associated with low involvement purchases means 
consumers are less likely to invest time in evaluating product characteristics, thereby making 
them more open to readily available peripheral message cues. For high involvement products, 
more careful evaluation takes place via the central route processing. In such instances 
consumer evaluations are more likely to be determined by the force of the message central to 
the product, rather than by peripheral cues (Auger et al. 2010; Kong and Zhang 2013) such as 
charitable cause messages. The manipulation of the focal variables (commitment and 
communication), and the nature of the product category is described separately in the 
chapters specific to each experiment. 
The alpha level used for determining statistical significance was set at the 
conventional .05 (Cramer and Howitt 2004). At this alpha level, the current experimental 
approach is susceptible to experiment-wise or family-wise error rates. This is a concern 
within each experiment rather than across the program of research as a whole since new 
samples are conducted for each experiment. The .05 alpha level means 5% error rate with 
regards to Type 1 errors, with multiple statistical tests conducted within each the analysis of 
each experiment, this raises concerns over potentially inflated error rates. However, at the 
early stage of a research program, the conventional approach is to favour leniency with 
regard to risking Type 1 errors rather than Type 2 errors. A more stringent alpha level at this 
point would risk important results being missed due to inflated Type 2 error rates. The 
balance of relative error rates, that favours stringency rather than leniency (i.e., lower alpha 
levels such as using a .01 rather than .05 cut-off), is suitable as the research program develops 
and studies begin to be replicated.  
 
4.2 Pilot Studies and Stimuli Development 
 
Prior to undertaking experimental testing ethical clearance was secured from the 
University of Queensland Ethics Board (Appendix A) to ensure all studies adhered to 
university guidelines. Then, a series of pilot studies were conducted to investigate any 
potential issues with the measures and stimuli. The first iteration the experiment utilised a 
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written questionnaire and followed a 3 (commitment: low/high/control) x 3 (communication: 
low/high/control) within participants factorial design. This design resulted in five different 
conditions (high commitment, high communication; high commitment, low communication; 
low commitment, high communication; low commitment, low communication, and a control 
condition that did not incorporate any principle-based message), across two fictitious retailers 
were created for the experiment. This produced 20 stimuli per condition. Each survey 
incorporated this structure across two product involvement contexts (low and high). This 
resulted in a final survey comprised of 40 individual stimuli per participant. Product 
categories representative of high and low involvement was established via an expert panel 
comprised of four senior marketing academics from the University of Queensland, with the 
final categories being camping equipment for the low involvement context (see Appendix B), 
and camera equipment for the high involvement context (see Appendix C). Internal 
congruence (the fit between the cause and the company) was also established via consultation 
with the same expert panel with the final causes selected being assisting the homeless for the 
camera retailer, and wildlife preservation for the camera retailer.  
Standardised psychometric measures were utilised to measure; attitudes to the 
advertisement (Bruner 1995; 1998), attitude to the brand (Clayton and Heo 2011), purchase 
intention (Yoon, Bolls, and Lang 1998), social desirability bias – short form (Reynolds 
1982), cause marketing: commitment by business (Mohr, Webb, and Harris 2001), external 
congruency (Lee, Park, Rapert, and Newman 2012), and demographic data capturing age, 
gender, nationality, income, and occupation (See Appendix D). These scales produced 198 
questions, with a combined total of 486 items per participant.  
A pilot test (N = 30) was conducted with participants comprised of undergraduate 
students from the University of Queensland in a laboratory setting during a tutorial. After 
gaining consent to participate, participants were read a script that assured them of anonymity 
and that they were free to withdraw without penalty at any stage (See Appendix E). They 
were then invited to open the provided printed survey booklets and complete the survey at 
their own pace. When all participants indicated they had completed the survey by closing the 
booklet and placing it in front of them, participants were free to leave the laboratory, and all 
surveys were collected. No data analysis of the pilot test was feasible due to 100% non-
completion rates and, of the responses that were supplied many followed response patterns 
that suggested questions had either not been understood, or little care had been taken when 
answering, as indicated by anomalies with reverse scored items. Follow up discussions at a 
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following tutorial were then held with the participants to gain insights into the issues that 
caused the failure of the pilot test. These discussions revealed three main issues. First, the 
survey was deemed too long with 486 individual items. The second issue involved the use of 
specific types of images in the stimuli. In the low involvement condition (camping 
equipment) it was noted that, despite the limited data available, participants reported high 
external congruence for a cause (a close fit between the cause and their values), but low 
attitude to the brand and low purchase intentions.  Subsequent discussions revealed that 
participants had an aversion to the use of images of potentially at-risk individuals (e.g. 
homeless youth) being used in promotional material, with it being regarded as exploitative 
when used for commercial purposes. Third, participants reported a general consensus that 
their mobile phones were the exclusive device used for photography, with digital cameras of 
little interest to them. This product therefore represented very low involvement and was not 
suitable for the high involvement condition. This unexpected finding, possibly due to the age 
difference between the expert panel and the student participants, highlighted the important 
omission of a measure for product involvement in the pilot study.  
Based on this feedback a second iteration of the surveys was constructed. To reduce 
cognitive load the experiment adopted a between participant design, with each participant 
exposed to only one product category, with only one retailer represented in each product 
category. Given the reduced number of stimuli to which each participant was to be exposed 
allowed for the inclusion of a third product category, thereby testing the conceptual model 
across more diverse contexts. Camping equipment was retained for the low involvement 
context, however images of at-risk populations were replaced with generic symbols indicative 
of the cause, with the image of homeless youth replaced with a symbol of a person in a 
sleeping bag (See Appendix F). Given the limited interest in camera equipment reported 
during pre-testing this was replaced with a café retailer for the medium level product 
involvement context. While coffee is not traditionally regarded as an especially high 
involvement product category, the emergence of a café culture in Australia, and the lower 
income status of the student sample utilised suggests this may be a suitable product category 
(See Appendix G). Finally, a third product category was added for the high involvement 
product context. Based on the feedback from pre-testing camera equipment was replaced with 
a mobile phone retailer (See Appendix H). Each product category was tested for product 
involvement levels and found to be appropriate for the product involvement context intended. 
The mean difference ratings on product involvement across each study supported the product 
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category selection, with product involvement rated higher for the café context (M = 13.00, SD 
= 5.68), compared to the camping context (M = 9.25, SD = 4.43), and lower than the phone 
retailer context (M = 17.48, SD = 3.23).  Tests of mean differences are reported in the 
relevant study. These amendments reduced the cognitive load to an extent by which full 
completion of all surveys was achieved. Instances in which scales were removed may form 
the foundation of future, follow up studies.  
Additional to the changes made to the design and stimuli were adjustments to the 
survey items. The social desirability bias scale was removed from the survey. While not a 
desirable course of action it was noted by the author that this is not a commonly used scale in 
marketing literature and, while useful, was not as critical to the studies as other scales central 
to the primary focus of the thesis. This said, it is recommended that follow up studies 
incorporate social desirability bias measures when fewer factors are having to be accounted 
for (e.g. when investigating specific pathways hypothesised in the model under various 
market conditions).  For similar reasons the attitude to the brand was removed. As fictitious 
retailers were developed for the studies this measure was deemed extraneous to the aims of 
the thesis. Attitude to the advertisement was, however, retained. A shorter measure of 
external congruence, previously utilised by Maheswaran and Joan (1990), with a single 
question and five items, replaced the 12 item scale adopted in the pilot study (see section 
4.4.3 for discussion and rationale). Finally, three manipulation check questions were added to 
account for perceived product involvement, and the manipulation of internal congruency and 
commitment. Combined, these changes resulted in a survey comprised of 11 questions 
incorporating a total of 28 items.  
 
4.3 Measures 
 
Having run a pilot study in which full completion rates were achieved, and successful 
variation in product category involvement established, the following measures were included 
in the final battery of experiments. Purchase intention and attitude to the company were the 
dependent variables. As noted, prior research has investigated multiple outcomes associated 
with socially proactive corporate activity.  However, financial constraints limit the current 
study to two broad dependent variables: purchase intention and attitude to the retailer. The 
rationale for this selection being twofold. First, these two variables are extensively used in 
prior literature (e.g. Barone et al. 2007; Grau and Folse 2007; Hajjat 2003; Huber et al. 2008; 
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Lafferty 2007; Nan and Heo 2007; Pracejus and Olson 2004; Ross et al. 1992; Strahilevitz 
2003; Trimble and Rifan 2006; Zdravkovic et al. 2010). By adopting the same dependent 
variables as this prior research the findings of the current thesis will be more easily relatable 
to previous studies. Second, these two measures arguably subsume most other outcomes such 
as word-of-mouth behaviours, positive recommendations, brand loyalty, or willingness to 
pay.  For example, if attitude to the brand is low, one may reasonably argue that loyalty, or 
brand recommendations, will also be low. This being said it is acknowledged that follow up 
studies should investigate more diverse outcomes to build a complete picture of the variables 
under investigation. Given the constraints detailed the hypotheses to be tested in the 
following battery of studies are formally stated in Table 4.  
 
Table 5: Overview of hypotheses 
H1 a) Advertising material that incorporates a principle-based component will predict 
                 more favourable attitudes to the firm than material that does not incorporate a 
                 principle-based component. 
 b) Advertising material that incorporates a principle-based component will predict 
                 more favourable purchase intentions than material that does not incorporate a 
                 principle-based component. 
H2 a) Greater commitment demonstrated by the firm will predict more favourable 
                 participant attitudes to the firm. 
 b) Greater commitment demonstrated by the firm will predict more favourable 
                 participant purchase intentions. 
H3 a) The influence of commitment on organisational outcomes will be mediated by 
                 cognisance, such that higher cognisance levels will explain an additional 
                 pathway in the relationship between firm commitment on increased favourable  
                 attitudes to the firm 
 b) The influence of commitment on organisational outcomes will be mediated by 
                 cognisance, such that higher cognisance levels will explain an additional 
                 pathway in the relationship between firm commitment on increased purchase 
                 intentions. 
H4 a) Communication will moderate the relationship between firm commitment 
                 and cognisance, such that the effect of commitment on cognisance will be 
                 greater when communication is high compared to when it is low.                 . 
H5 a) Greater internal congruence will predict greater cognisance. 
H6 a) Greater external congruence will predict more favourable participant 
                 attitudes to the firm.  
 b) Greater external congruence will predict more favourable participant 
                 purchase intentions. 
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4.3.1 Purchase Intentions.  
Measuring purchase intentions is a common metric used in both academic and 
commercial settings. It is used extensively for assessing the merits of products under 
development, predicting sales and assessing appropriate target markets for new product lines 
(Morwitz et al. 2007; Urban and Hauser 1993), and as forecasting demand for existing goods 
(Morrison, 1979). Predicating much of the theory in this field is the work of Fishbein and 
Ajzen (1975) who contend that one’s intention to perform an action is the best predictor of 
the actual behaviours that emerge, and Bagozzi (1993, p.145) who asserts, “Intentions 
constitute a wilful state of choice where one makes a self-implicated statement as to a future 
course of action.” Much support exists for the interaction between attitude to the 
advertisement and brand, with intention to purchase in the fields of advertising (Brown and 
Stayman 1992; MacKenzie et al. 1986), and consumer behaviour (Laroche et al., 1996).  
However, measuring purchase intention is not a straight forward activity. While 
findings typically support the association between intention and actual behaviour (Chandran 
and Morwitz 2005; Schlosser 2003), there are multiple factors that may influence this 
association. For example, it has been found that the relationship between intentions and 
actual purchases are greater for existing products than new-to-market products, when 
intentions are directed to pre-specified brands compared to broad product categories, and 
greater for durable, than non-durable goods (Morwitz et al. 2007).  Other factors affecting 
purchase intention behaviours include attitudes to other brands within the consumer’s 
consideration set (Laroche et al. 1996), as well as confidence in the brand being advertised 
(Laroche and Sadokierski 1994).  
Despite these complexities the overarching consensus is that reported purchase 
intentions are a reasonably sound proxy for actual intentions. However, validity and 
reliability may be enhanced if the purchase decision does not involve too many complexities. 
Specifically, it has been found that more reliable correlations exist if the time between 
intention and purchase is short, the consumer is familiar and knowledgeable about the 
product, and purchase deliberation (e.g. high involvement goods) is low (Morwitz et al. 
2007).  Measurement of the first key outcome of purchase intention adopted Lafferty and 
Goldsmith’s (1999) scale, which utilised the question: “If you were in the market for <insert 
product>, what is the likelihood of you purchasing from this retailer?” Responses were made 
upon three, seven-point semantic differential scales (Cronbach’s  = .93), anchored by: 1 = 
likely, 7 = unlikely; 1 = probable, 7 = improbable; 1 = possible, 7 = impossible. 
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4.3.2 Attitude to the Brand 
Mitchell and Olson (1981, p. 318) define attitude toward the brand as “individual’s 
internal evaluation of the brand” that incorporate one’s beliefs and feelings. Building on this 
early definition Spears, Surendra and Singh (2004) add that attitudes, as an enduring mental 
state, are also inextricably bound to intended and actual behaviours. In this regard attitudes 
are different to feelings, which by their nature are more transitory (Bartra and Ray 1986). 
Feelings are more closely aligned with mild responses not necessarily directed to a specific 
object. As such, Spears and Singh (2004) suggest that feelings serve as antecedents of 
attitudes towards more explicit targets such as brands. This link between attitudes, as opposed 
to mere feelings applies also to the message content (as the ‘object’), with research finding 
that consumer attitudes to advertisements are more favourable for those that contain cause-
related messages compared to those that do not (Castaneda et al. 2015; Hajjat, 2003).  
Of the many theoretical foundations accounting for the link between attitudes and 
behaviour the theory of planned behaviour (Ajzen, 1985) is one of the most influential and 
well-supported (Smith et al. 2008).  The underlying theoretical premise is that behaviours are 
a result of reasoned cognitive procedures rather than spontaneous impulses.  Underpinning 
these cognitive processes are attitudes, subjective norms and perceived behavioural control 
which combine to determine behaviours. The model has been substantiated for more than 20 
years with its predictive capacity established in purchase intentions across; environmentally 
responsible goods (Kalafatis, Pollard, East, and Tsogas 1999), food and consumables (Louis, 
Davies, Smith, and Terry 2007), and luxury goods (Mannetti, Pierro, and Livi 2002).  
Accordingly, the current program of studies measure as its second dependent variable, 
attitudes to the company, rather than attitudes to the advertisement, with the latter being more 
indicative of transient feelings engendered by the advertisement itself, rather than the 
attitudes implicit in the advertisement’s cause-related message.  Measurement of attitude to 
the retailer adopts items from Low and Lamb’s (2000) brand association scale.  Item 
purification based on internal consistency justified removal of six items (Clayton and Heo 
2011) leaving a three item scale of attitude to the brand which was adapted for the current 
research as “attitude to the company” as brand identification had been removed.  The 
measure utilised the question: “What is your attitude to the retailer?” Responses were marked 
on three reverse-scored, seven-point semantic differential items (Cronbach’s  = .95), 
anchored by: 1 = like, 7 = dislike; 1 = favourable, 7 = unfavourable; 1 = positive, 7 = 
negative. Demographic data, including participant age, gender, and annual income, was also 
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collected to identify any consumer characteristics that may build on extant research, or offer 
new insights such as gender or cultural differences.   
 
4.4 Independent Variables 
4.4.1 Internal congruence 
Prior research supports the favourable consumer responses derived from the perceived 
fit between the firm and socially-oriented activities (Becker-Olsen et al. 2006; Lee et al. 
2008; Menon and Kahn 2003; Sen and Bhattacharya 2001). However, as discussed, the 
concept of congruence/fit differs according to idiosyncrasies of the disciple under 
investigation (see section 3.4, p 49). Given this there is no one predominant scale to measure 
the concept of cause x company fit. However, a review of the literature found one measure, 
created by a leading authority in the field (Ellen et al. 2000), that asses the congruence 
between a socially-oriented cause and the sponsoring brand in the same context as the current 
studies.  This measure has the additional benefit of having been developed to assess the fit 
between a cause and a retailer (as is the case in the current studies), and not between a cause 
and a brand. The measure has also been used in other prior, peer-reviewed literature (e.g. 
Thomas, Mullen, and Fraedrich 2011).  The scale utilises the question: “What do you think 
about <insert company> supporting <insert type if charity>?” Responses were measured 
using three, seven-point semantic differentials, anchored by: 1 = does not make sense given 
their business, 7 = makes sense given their business; 1 = is not consistent with their business, 
7 = is consistent with their business; 1 = is not related to what they sell, 7 = is related to what 
they sell (Cronbach’s  = .87).  
 
4.4.2 External congruence  
As discussed in the previous section, much research has investigated the varied 
conceptualisations of internal congruency, however, Lee at al. (2012) observe that it is 
equally important to account for organisational outcomes derived from socially-oriented 
corporate activities and consumer characteristics. They note that while the link between 
consumer’s values and lifestyles with favourable appraisals of the organisation is well 
established, little research has looked at consumer values and lifestyle in relation to the 
organisation’s socially-oriented activity, and how this impacts on favourable organisational 
outcomes. To fill this void Lee at al. (2012) compiled a list of 88 common CSR activities and, 
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after filtering out only those that scored high on consumer awareness (N = 200), distilled the 
final list to 12 predominant CSR activities. These activities were then used as the foundation 
from which to model the link between consumer values and lifestyles and socially-oriented 
activity with organisational outcomes.  All scales utilised in their study were drawn from 
previously validated measures. Perceived consumers’ value fit was measured using five items 
(e.g., “This Company’s CSR activities are relevant with my values”) adapted from Darley 
and Lim (1992), and perceived consumers’ lifestyle fit was measured with seven items (e.g., 
“This company's CSR activities are congruent with my interests”) adapted from Jain and 
Srinivasan (1990). The full scales can be seen in Appendix D). Confirmatory factor analysis 
found all items loaded significantly on their corresponding latent construct, and comparative 
fit index (.92 and .91 respectively) suggest good model fit. Additionally, hypothesis testing 
found both perceived values and lifestyle fit with a cause to be significant predictors of 
favourable organisational outcomes (loyalty to the firm and perceived legitimacy of company 
commitment).  
Given the comprehensive foundations and strong empirical support for these measures 
this scale was used to assess external congruency in the pilot studies. However, as noted in 
section 4.2 issues of survey length and the subsequent non-completion rates called for shorter 
measures to be investigated.  A review of previous literature revealed a shorter, but 
commonly used measure of external congruence produced by Grau and Folse (2007). The 
scale is composed of a five-item, seven-point scale in-keeping with that used in prior research 
(Maheswaran and Meyers-Levy 1990) and identifies the degree of relevance and importance 
a cause is to a consumer. The measure utilises the personal statement: “For me, 
helping<insert type of charity>is:” Responses were measured using five, seven-point 
semantic differentials, anchored by: 1 = unimportant to me, 7 = important to me; 1 = means 
nothing to me, 7 = means a lot to me; 1 = is personally relevant to me, 7 = is irrelevant to me 
(R); 1 = doesn't matter a great deal to me, 7 = does matter a great deal to me; 1 = is of no 
concern to me, 7 = is of great concern to me (Cronbach’s  = .94). While this measure is not 
as comprehensive as that developed by Lee at al. (2012) given the restrictions and issues 
particular to the current studies this shorter version is deemed sufficient.  
 
4.4.3 Cognisance 
Cognisance refers to the degree to which the participant believes the company is 
committed to the cause, and the judgements that arise from this perception.  Much prior 
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research has established that the duration of organisational commitment to a socially-oriented 
cause enhances perceptions of organisational commitment and engenders favourable brand 
outcomes (Dahl and Lavack, 1995; Drumwright, 1996; Ellen et al., 2000).  This said, very 
little prior work can be found on measuring perceptions of these objective levels of 
commitment. A review of the literature exposes one recurring scale that meets the 
requirements of the current studies. Ellen et al., (2000) in their investigation of the effects of 
cause commitment in CrM contexts developed a scale composed of four, seven-point 
semantic differential items to measure participant (consumer) attitude toward a firm’s 
commitment to a CrM cause. While the scale was developed for donor opinions (the 
consumer donating as well as the firm), the scale may be suitably adapted for other 
investigations of socially-oriented corporate activity in which consumer’s perceptions are the 
focus (Bruner et al., 2005).  For this adaptation the current study utilises the variation of the 
scale proposed by Thomas, Mullen, and Fraedrich (2011). The scale utilised the question 
item: “Do you think the retailer is?’. Responses were measured using four, seven-point 
semantic differentials, anchored by: 1 = is not committed to the charity, 7 = is committed to 
the charity; 1 = has little invested in the charity, 7 = has a lot invested in the charity; 1 = is 
not interested in the charity, 7 = is very interested in the charity; 1 = is giving a little to the 
charity, 7 = is giving a lot to the charity (Cronbach’s  = .91). 
 
4.5 Manipulation Check 
4.5.1 Product Involvement.  
There are many definitions of product involvement, however one commonly used 
definition encapsulates it as referring to “the feelings of interest and enthusiasm consumers 
hold toward product categories” (Goldsmith and Emmert 1991, p. 363). Despite being an 
enduring and important variable in advertising and consumer behaviour research the 
complexities inherent with identifying and measuring the variables that capture involvement 
are enduring (Goldsmith and Emmert 1991; Laurent and Kapferer 1985; Rothshild 1984). 
Of the plethora of information produced in this field three main measures are 
commonly used. Zaichkowsky’s (1985) Personal Involvement Inventory (PII), Laurent and 
Kapferer’s (1985) Consumer Involvement Profile Inventory (CIPI), and Mittal’s (1988) 
Involvement Scale (MIS). The PII scale (Zaichkowsky 1985) treats involvement as a 
unidimensional factor comprised of; personal motivations (interests, values, needs), physical 
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characteristics (differentiation), and situational (time dependent relevance).  From this 
foundation a measure composed of 7-point semantic differential scale consisting of 20 word 
pairs, such as; important-unimportant, trivial-fundamental, and useless-useful, was developed 
with scores summed to provide an overall score for involvement.  
Addressing the complexities of involvement from a different perspective Mittal 
(1988) adopted an affective choice approach by viewing consumers as an information 
processing entities. The model relies on the position that in low involvement contexts the 
consumer will process little information and regard the purchase situation as uninvolving 
(Goldsmith and Emmert 1991). The final iteration of the MIS (Mittal 1989) contains 4 
questions including “How important would it be to you to make a right choice of this 
product?” all of which are  rated on 7-point (Not at all important/Extremely important, Not at 
all concerned/Very much concerned, etc.). As with the PII the scores are summed to produce 
an overall value for involvement.  
Finally, Laurent and Kapferer’s (1985) CIPI measure takes a more robust approach 
based on the premise that product6 involvement cannot be directly measured, but is 
composed of four primary indicators of involvement: perceived product importance, 
perceived risk (e.g. financial cost), social (symbolic) value, and hedonic (pleasure) value. 
While each indicator was found to be a distinct predictor of involvement, they may, or may 
not, co-vary according to different product categories. For example, Laurent and Kapferer 
(1985) observe that washing machines and vacuum cleaners represented (in 1985) high 
involvement items on perceived risk, however washing machines rated high on hedonic 
dimension (liberating from work), while vacuum cleaners rated low on this dimension 
(bondage to chores).  The final measure incorporates 16 items rated on 5-point Likert scales, 
and utilises statements such as “When you choose a <insert product> it is not a big deal if 
you make a mistake.” As with the other measures the final scores are rated and summed to 
provide an overall value of involvement.  
Analysis of the three scales provides evidence for the discriminant and convergent 
validity of the scales across different product categories. Based on multitrait multimethod 
matrix analysis Goldsmith and Emmert (1991) propose that all three measures capture the 
product involvement construct to some extent (Goldsmith and Emmert 1991), and that any of 
the three measures are appropriate for empirical studies.  This said, the authors do observe 
that while the PII has the greatest internal consistency, it is quite long, the MIS while shorter 
is more directed to purchase decisions only.  
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Given that the current study is investigating not only purchase intentions, but also 
attitudinal change it was decided to exclude the MIS from consideration. Given that the 
model, and subsequent survey, investigates multiple factors the PII was also removed from 
consideration given that it is considerably longer than the other scales. Given these 
constraints the final measure adopted for product involvement is Laurent and Kapferer’s 
(1985) CIPI subscale of product importance (Cronbach’s  = .80). Participants rated the 
importance of the product to them with the question, “How important is <insert product> to 
you? The scale utilised three items (“Camping equipment is very important to me”, Camping 
equipment does not matter to me (R)”, and, “Camping equipment is an important part of my 
life”. Each item was rated on seven-point Likert scale from 1 (strongly disagree) to 7 
(strongly agree).  
All samples utilised were exclusive, with each participant included in only one 
condition, completing a single survey, and for each study a new sample was recruited. 
Overall scale scores were calculated by summing across the respective scale items to create a 
total score for each participant. As such, the potential range of scores for each scale was: 
internal congruence (3-21), external congruence (5-35), cognisance (4-28), attitude to the 
firm (3-21), and purchase intention (3-21). Although, as noted above, the five indicators of 
involvement may not always co-vary the fact that each indicator has been found to be 
predictive of involvement makes the use of a subscale sufficient for the current studies. This 
abbreviated approach is further justified given that product involvement is not a focal 
variable in the current thesis. This said, should product involvement be found to play a 
predictive role in the efficacy of the model it is suggested that further investigations are 
undertaken with more robust measures of involvement.  
In summary, this chapter has outlined the three experimental studies that were 
conducted to test the research questions one and two within the framework prescribed by the 
proposed model. An overview was also presented of the dependent variables that were used 
for each study and a justification provided for their selection. Similarly, a summary was 
provided of the independent variables and the scales that were utilised to measure the factors 
represented in the proposed model. The following three chapters are dedicated to each of the 
studies conducted in which the methodology and results are presented with a summary 
discussion. The findings of each study are then compiled and discussed in-depth in Chapter 8.  
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CHAPTER 5: STUDY 1 LOW PRODUCT INVOLVEMENT CONTEXT 
Study 1 investigates hypotheses 1 – 6 in a low product involvement context. The first 
stage of analysis investigates the differences between incorporating a principle-based 
marketing activity in a firm’s advertising compared to not undertaking such an activity in a 
low product involvement context. The second stage of analyses removes the control condition 
from the data, and investigates the individual effects of the constructs that comprise the 
model of principle-based initiatives.  
 
5.0 Method 
 
5.0.1. Participants and Procedure. Study 1 adopted a 3 (commitment: 
low/high/control) x 3 (communication: low/high/control) between participants design. 
Participants comprised of 239 undergraduate business students at the University of 
Queensland (18-23 years 97.6%, 24-27 years 2.4%, 54.4% male, 45.6% female). Participants 
were invited to participate at the start of tutorial classes. Prior to participation students’ 
consent was given, and assurances of anonymity outlined. Participation was entirely 
voluntary with no consequences for non-participation, nor any incentives offered. 
Experimental conditions were randomly assigned to one of 55 tutorial classes, in which 
participants were asked to view a printed advertising stimuli and complete a survey 
concerning that stimulus. 
 
5.0.2. Advertising stimuli. The stimuli comprised of five variations of an A5 colour 
advertisement for a camping supplies, altered by commitment (low, high) and communication 
levels (low, high), and a control condition, which constituted a condition with no 
commitment or communication (i.e., no cause-related message). Commitment was 
manipulated by varying the amount of money donated by the firm as well as the duration of 
cause affiliation. Communication was manipulated by varying the space allocated to the 
cause-related message and inclusion of additional graphical elements. Consistent with prior 
research, a fictitious brand was created to minimise the effects of pre-existing brand attitudes 
(e.g., Brown and Dakin 1997; Wagner et al. 2009).   
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5.0.2. Manipulation check. Manipulation of communication was measured with a 
single item question, “How much space do you feel the advertisement gives to 
communicating their support of the charity?”, and scored on a 7 point Likert scale ranging 
from, 1 = very little space, to 7 = a lot of space.  A one-way ANOVA revealed participants in 
the low communication conditions (M = 2.73, SD = 1.32) perceived significantly less 
advertising space allocated in support for the cause than those in the high conditions (M = 
4.72, SD = 1.29), F(1, 240) = 138.81, p < .001, partial η2 = .37. This confirmed the successful 
manipulation of communication. Similarly, a single item question was adopted to test the 
manipulation of commitment, “Do you feel the retailer is?” anchored by 1 = not committed 
to the charity, to 7 = committed to the charity. A one-way ANOVA found the manipulation 
of objective commitment was successful, with the low conditions (M = 5.08, SD = 1.52) 
eliciting significantly lower participant perceptions of the firm’s commitment than the high 
(M = 5.49, SD = 1.27), F(1, 240) = 5.06, p= .025, partial η2 = .14.  
 
5.1 Results 
 
To test hypothesis 1 a one-way ANOVA was conducted to determine whether there 
was an overall difference in participant attitudes and intentions between principle-based 
initiatives versus an initiative with no principle.  Results revealed that on attitudes to the firm 
there was a significant difference in attitudes to the firm, F(4,283) = 8.35, p< .001, partial η2 
= .11 (Figure 9), and also for purchase intention, F(4,282) = 5.96, p< .001, partial η2 = .08 
(Figure 10), compared to the control conditions thereby supporting H1(a) and H1(b) in low 
product involvement settings.  
Follow up tests, summarised in Table 5, compared the means of each principle-based 
condition, and showed that increasing commitment to a cause only had a significant effect on 
attitudes to the firm if communication was high. Similarly, results indicate that while 
purchase intentions increase with the inclusion of a principle-based activity, this only holds as 
long as communication is high. The next stage of analyses investigated the effect of 
cognisance and congruence.  
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Table 6: Mean differences between principle-based initiatives and non-principle-based 
initiatives in products with low levels of involvement. 
 
Attitudes to the firm 
Condition M SD t p† 
Control 12.500 3.437 3.600 - 
High Commitment High Communication a 15.314 3.137 4.882 <.001 
High Commitment Low Communication  14.769 2.670 5.531 <.001 
Low Commitment High Communication b 15.471 3.006 5.147 <.001 
Low Commitment Low Communication a b 13.873 3.215 4.315 .024 
Purchase Intention 
Control 11.783 3.614 3.260 - 
High Commitment High Communication a 14.471 3.542 4.086 <.001 
High Commitment Low Communication b 14.711 3.424 4.296 <.001 
Low Commitment High Communication 14.386 3.267 4.403 <.001 
Low Commitment Low Communication a b 13.238 3.719 3.560 .034 
† p values in the final column represents the pairwise comparison of each condition with the control condition.  
Common superscripts indicate that the pair of conditions differ from each other at the .05 level. Therefore, the 
two conditions with a after their name are different from each other at alpha = .05. 
 
Figure 9: Mean differences illustrating confidence intervals (at 95%) across each 
condition for participant attitudes to the brand in low levels of product involvement. 
 
 
84 
 
Figure 10: Mean differences illustrating confidence intervals (at 95%) across each 
condition for participant purchase intentions in low levels of product involvement. 
 
 
 
 
5.1.2. Model analyses. Having established support for hypothesis 1a and 1b, I next 
investigate the mechanisms that underpin this finding by analysing the constructs as 
hypothesised in the model of principle-based marketing.  For the following analyses 
participants in the control condition we removed from the data set as they were exposed to 
stimuli that did not incorporate any principle marketing message. 
The descriptive statistics and bivariate correlations for all key study variables can be 
seen in Table 6. Of note, attitude to the company demonstrates a moderately strong, positive 
correlation with purchase intention and cognisance, and a significant but small positive 
correlation with levels of communication and internal and external congruence. Purchase 
intention is only positively related to cognisance and external congruence. Additionally, as 
expected greater cognisance is related to greater levels of communication and increased 
perceptions of internal congruence. Also evident is a moderate positive correlation between 
internal and external congruence. Product involvement did not significantly correlate with 
any other variables.  
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Table 7: Descriptive statistics and bivariate correlations among the key study variables. 
 
 M SD 2 3 4 5 6 7 8 
1. Attitude 14.90 3.10 .613** .065 .366** .188** .167** .179** .099 
2. Purchase Intent 14.16 3.52 - .101 .353** .089 .061 .128* .065 
3. Commitment - -  - .261** .117 -.024 -.067 .021 
4. Cognisance 18.92 4.48   - .168** .187**   .087 .059 
5. Communication - -    - .017 -.075 -.043 
6. Internal Congruence 16.83 3.17     - .302** -.038 
7. External Congruence 26.99 5.06      - .060 
8. Product Involvement 9.25 4.43       - 
Note. N = 242. No mean and standard deviation values were presented for commitment and communication, as these 
variables were manipulated and dummy coded. As such, these values are not meaningful. 
* p < .05. ** p < .01. *** p < .001. 
 
5.1.3. Mediation analyses.  This stage of hypotheses testing analysed the mediating 
relationship of cognisance in the association between objective commitment and 
organisational outcomes.  That is, whether the effect of the independent variable (objective 
commitment) on each of the dependent variables (attitude to the firm and purchase intention) 
operated through the mediating variable (cognisance).  Two separate meditation analyses 
were performed utilising the SPSS PROCESS macro developed by Hayes (2013), with 
attitudes to the firm and purchase intention alternately entered as the dependent variable.  The 
95% confidence intervals were generated for point estimates using bias-corrected bootstrap 
samples of 5000.  Bootstrap confidence intervals that did not contain zero were taken to 
indicate a significant index (Hayes, 2015).  The traditional Sobel test of significance for 
mediation was also reported to aid interpretation. 
 
5.1.4. Attitude to the firm. Findings from the mediation analysis showed that 
cognisance fully mediated the relationship between commitment and attitudes to the firm, b = 
0.61, SE = 0.18, LLCI: 0.30, ULCI: 1.02, Z = 3.41, p = .001. As seen in Figure 11, contrary to 
hypothesis 2a, greater objective commitment by the firm did not directly predict more 
favourable attitudes. However, an indirect path existed whereby objective commitment 
predicted more favourable attitudes via the mediating mechanism of cognisance. That is, 
although commitment did not directly affect attitudes, greater objective commitment lead to 
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greater cognisance, which in turn was associated with more favourable attitudes to the firm, 
thereby supporting hypothesis 3a. 
 
Figure 11: Mediating effect of cognisance in the commitment-to-attitude relationship.  
 
 
Note: All coefficients are unstandardised regression coefficients. * p < .05. ** p < .01. *** p < .001 
 
5.1.5. Purchase intention. Cognisance was also seen to fully account for the effect of 
commitment on purchase intentions, b = 0.63, SE = 0.19, LLCI: 0.30, ULCI: 1.08, Z = 3.27, p 
= .001. While results did not indicate an initial effect of commitment by the firm on purchase 
intention (thus failing to support hypothesis 2b), a fully mediated indirect effect was 
discovered via the mechanism of increased cognisance levels (see Figure 12). Directions of 
the significant paths in this mediation model revealed that greater objective commitment 
predicts greater cognisance, which is then associated with greater purchase intentions, 
thereby supporting H3b. It is however noted that the results do not show evidence of a 
significant c path (see section 5.2 for a discussion of this anomaly).  
 
 
Figure 12: Mediating effect of cognisance in the commitment-to-purchase intention 
relationship.  
 
Note: All coefficients are unstandardised regression coefficients. * p < .05. ** p < .01. *** p < .001 
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5.1.6. Moderated mediation analyses. This stage of analyses investigated the potential 
moderating effect of communication on the established mediating effect of cognisance as 
stated in hypothesis 4. That is, whether the mediated process between the independent 
variable (commitment) and dependent variables (attitude to the firm and purchase intention) 
via cognisance changes according to different levels of the moderator (communication). 
Analyses utilised the Hayes (2013) SPSS macro (model 7).  Contrary to expectations the 
moderating effect, was not significant, but merely approached significance and was in the 
direction hypothesised, p = .060 (LLCI: -4.3666, ULCI: .0933) thereby rejecting H4. 
 
5.1.7. Direct effects of internal congruence. A bivariate regression was conducted to 
test the direct effect of internal congruence on cognisance, as predicted in hypothesis 5. 
Results indicated that greater internal congruence significantly predicts higher participant 
cognisance levels, R2 = .04, F(1, 239) = 8.65, β = .19, p = .004. As noted in the literature 
review prior research has hypothesised the effects of internal congruence to have a direct 
effect on consumer attitudes and purchase behaviours. In order to test whether the effect 
hypothesised in the current thesis is greater or smaller than this alternate pathway I conducted 
additional analysis on the direct effects of internal congruence on attitudes to the firm, and 
purchase intentions while controlling for cognisance. Two hierarchical multiple regressions 
were conducted with attitudes to the firm and purchase intentions entered alternately as the 
dependent variables. In each analysis cognisance was entered at stage one, and internal 
congruence at stage two. The regression analyses revealed that at stage one cognisance 
contributed significantly to attitudes to the firm, R2 = .13, F(1, 239) = 36.93, β = .37, p < 
.001. At stage two, the introduction of internal congruence to the model did not predict any 
significant additional change in attitudes to the firm R2 change = .01, F(1, 238) = 2.79, β = 
.10, p = .096. Additionally, analysis revealed that at stage one cognisance contributed 
significantly to increased purchase intentions, R2 = .13, F(1, 238) = 35.22, β = .36, p < .001. 
At stage two, the introduction of internal congruence to the model did not predict any 
significant additional change in purchase intentions R2 change = .00, F(1, 237) = .01,  
β = -.01, p = .912.   
 
5.1.8. External congruence. To evaluate the direct effect of external congruence on 
organisational outcomes, two bivariate regressions were conducted with external congruence 
as the predictor, and attitude to the firm and purchase intention entered alternately as the 
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criterion variable. Findings showed that in line with hypothesis 6a and 6b, greater external 
congruence predicted both more favourable attitudes to the firm, R2 = .03, F(1, 240) = 7.91, β 
= .18, p = .005, and higher purchase intention levels, R2 = .02, F(1, 239) = 4.00, β = .13, p = 
.047, respectively. 
 
5.2 Discussion 
 
Study 1 tested the model of principle-based marketing across two organisational 
outcomes: attitude to the firm, and purchase intentions in a low involvement product category 
(camping equipment). It was found that greater levels of objective commitment to a cause 
displayed by the firm did not generate either more favourable attitudes to the firm, or greater 
purchase intention. However, for purchase intention the effect of commitment, while not 
significant, was approaching significance and in the direction hypothesised. These results 
raise the possibility that the model itself is incorrect, however, methodological issues in the 
design and execution of the experiments must be made to rule out these as causes of the non-
significant results. It would be premature at this point to reject the model in light of several 
methodological improvements that need to be made in the design of the experiment. For 
example, a potential cause for this unexpected result could be due to the manipulation of 
commitment. In study 1 commitment to the cause was varied across product donations, 
specifically, the number of sleeping bags donated to people in need of shelter. It is 
conceivable that this type of manipulation may result in less consistent perceptions of 
commitment than a more universal measure of commitment such as monetary donations.  
This may be especially pertinent as the participants were drawn from a variety of cultural 
backgrounds and nationalities in which the value of sleeping bag donations may vary.  
 Despite this unexpected failure to find an effect of commitment on favourable 
attitudes or purchase intentions, results did reveal a mediating effect of cognisance on the 
relationship between the firm’s objective commitment and attitudes to the firm, as well as 
purchase intentions. This is interesting given the lack of a significant pathway between the 
dependent variable (commitment) and the outcomes (attitudes and purchase intentions). As 
noted by Hayes (2013), contemporary thinking does not necessarily require evidence of a 
total effect in order to achieve mediation via the direct and indirect paths (e.g. Hayes, 2009; 
Shrout & Bolger, 2002). One plausible explanation could be a suppression effect, in which 
another untested mediator has a negative effect on the total effect pathway. In such instances 
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the two indirect effects would produce non-significant total effect. A second explanation 
could be that the sample size simply wasn’t large enough to detect an effect, or thirdly, the 
manipulation wasn’t sufficient to capture an effect.  
A final explanation may be that cognisance, and the contributing effects of 
congruence may be required in order for the outcomes to manifest. As noted, when these 
dimensions are factored in the study finds an effect of objective commitment via the proposed 
mediational pathway of cognisance. That is, participant attitudes to the firm and purchase 
intentions may be low simply because of low interest (involvement) in camping equipment. 
However, the participant’s perceptions of the firm’s commitment to the principled cause 
(cognisance) may have driven more favourable outcomes as a function of how important the 
social cause is to the participant, irrespective of the participants’ interest in camping. 
Specifically, internal congruence (the perceived fit between the cause and the firm) predicted 
increased levels of cognisance (hypothesis 4), and external congruency (the importance the 
consumer places on the cause) predicted more favourable attitudes and purchase intentions 
(hypothesis 5). When viewed as a whole, these early findings suggest that in low product 
involvement settings objective commitment to a cause has little effect on consumer attitudes, 
and marginal effect on purchase intentions, but that this deficit may be overcome if the cause 
is perceived to be congruent with the firm’s core business, and with the consumer’s values.  
Despite the encouraging support for the proposed mediating effects of cognisance, the 
current study failed to find a moderating effect of communication on the relationship between 
objective commitment and cognisance (hypothesis 4).  A potential reason explaining this 
unexpected lack of support is could be the amount of information presented on the 
organisational commitment and social topic. Specifically, as the amount of cause-related 
information increases, and the firm’s commitment to the cause increase, levels of consumer 
scepticism decrease (Pomering and Johnson, 2009): yet in the current study the amount of 
cause related information remained constant across all experimental conditions - only the 
degree of exposure given to the information was manipulated.  As such, holding the amount 
of the information constant may explain why variation in levels of communication had no 
impact on participant perceptions (cognisance).   
A second potential reason why levels of communication failed to provide a 
moderating effect on cognisance is that the degrees of manipulation were not sufficiently 
different to reveal an effect. This consideration may have been exacerbated by measuring 
participant attitudes and intentions under experimental conditions.  In my controlled 
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experimental setting participants were asked to focus exclusively on the one advertisement 
(for up to 30 seconds), and in a setting devoid of any other contextual factors (e.g. competing 
advertisements, ambient noise, social activity) that may otherwise interfere with consumer 
engagement with the advertising stimuli. In the absence of any contextual interference 
participants were better able to assimilate the cause-related messages embedded in the stimuli 
irrespective of the degree of communication.  
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CHAPTER 6: STUDY 2 (MID INVOLVEMENT CONTEXT) 
Study 2 built on Study 1 by investigating the same factors as prescribed in the 
conceptual model, but in a product category with greater product involvement ratings.  The 
experimental design remained unchanged. However, based on observations from Study 1 
several amendments were incorporated to Study 2.  First, given that Study 2 investigates a 
product category with higher levels of involvement, the cause affiliation was altered in order 
to maintain high internal congruency. In Study 2 a café context was adopted for the product 
setting, and the cause affiliation was sustainable farming and the environment. Second, the 
manipulation of commitment was varied across a financial (monetary donation) dimension 
rather than a product-based dimension. It is argued this provides a more standardised 
mechanism than the relatively abstract mechanism (sleeping bag donations) adopted in Study 
1.  Finally, all reference to any price points were removed. While Study 1 only referred to a 
price with regard to a promotion this may still have influenced consumer perceptions of, and 
responses to, the marketing stimuli.  
While other areas for further refinement included varying the degree of commitment 
across more fine-grained levels, and varying the amount of cause related information (see 
Study 1: discussion), these remained unchanged for Study 2 in order to better facilitate 
comparisons between the findings of Study 1 and Study 2. As such, Study 2 did not alter the 
nature of the focal variables, namely commitment levels, and communication content, but 
these considerations are flagged for future investigation in future directions.   
 
6.0 Method 
 
6.0.1 Participants and Procedure. Study 2 adopted the same procedure and design as 
Study 1. In Study 2 participants comprised of 244 undergraduate business students at the 
University of Queensland (18-23 years 93.3%, 24-27 years 6.7%, 57% male, 43% female) 
who partook on a voluntary basis. Each were randomly assigned to one of the five 
experimental conditions, whereupon they were asked to view a piece of advertising stimuli 
and complete a survey concerning that stimulus.  
 
6.0.2 Advertising stimuli. Study 2 adopted a similar configuration for the advertising 
stimuli as Study 1, utilising five variations of an A5 colour advertisement, but with a higher 
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involvement product category: café setting. These stimuli were also altered by commitment 
(low, high) and communication levels (low, high), and a control condition. Communication 
was manipulated in the same manner as Study 1, however commitment was varied across 
monetary dimensions instead of a product donation dimension.  As with Study 1 a fictitious 
brand was created to minimise the effects of pre-existing brand attitudes and market 
conditions.  
 
6.0.3 Manipulation check. Manipulation of commitment and communication adopted 
the same questions and analyses as Study 1. A one-way ANOVA found the manipulation of 
objective commitment was successful, with the low conditions eliciting significantly lower 
participant ratings of the firm’s commitment (M = 4.84, SD = 1.48) than the high (M = 5.61, 
SD = 1.03), F(1, 195) = 18.18, p < .001, partial η2 = .29. Similarly, a one-way ANOVA 
revealed participants in the low communication conditions (M = 2.33, SD = 1.45) perceived 
significantly less advertising space allocated in support for the cause than those in the high 
conditions (M = 5.07, SD = 1.23), F(1, 195) = 205.03, p < .001, partial η2 = .72. This 
confirmed the successful manipulation of communication. Product involvement is also seen 
to be higher for Study 2 (M = 13.00, SD = 5.68) compared to that in Study 1 (M = 9.25, SD = 
4.43), t = 8.08, p < .001. 
 
6.1 Results 
 
A one-way ANOVA was again conducted to determine whether there was an overall 
difference in participant attitudes and purchase intentions between principle-based initiatives 
versus an initiative with no principle in the mid-level product involvement category (Table 
7). As with Study 1, results revealed significant difference among the study conditions for 
both attitudes to the firm, F(4, 234) = 23.39, p < .001, partial η2 = .29 (Figure 13), and 
purchase intention, F(4, 234) = 28.53, p < .001, partial η2 = .33 (Figure 14), compared to the 
control conditions, thereby supporting hypotheses 1a and 1b. Follow up tests were again 
conducted to investigate any differences between principle-based conditions. Interestingly, 
unlike Study 1, the effect of communication did not alter the favourable effects of 
commitment. Specifically, greater levels of commitment predicted greater attitudes the firm 
and purchase intentions irrespective of levels of communication. 
93 
 
Table 8: Mean differences between principle-based initiatives and non-principle-based 
initiatives in products with moderate levels of involvement. 
 
Attitudes to the firm 
Condition M SD t p† 
Control 11.952 2.584 4.625 - 
High Commitment High Communication ab 16.429 3.032 5.419 <.001 
High Commitment Low Communication ab 17.078 2.652 6.440 <.001 
Low Commitment High Communication b 14.706 2.989 4.920 <.001 
Low Commitment Low Communication a  13.667 3.319 4.118 <.050 
Purchase Intention 
Control 11.024 3.135 3.516 - 
High Commitment High Communication ab 16.732 2.632 6.357 <.001 
High Commitment Low Communication ab 16.255 1.647 9.869 <.001 
Low Commitment High Communication b 14.529 3.449 4.213 <.001 
Low Commitment Low Communication a 13.410 3.661 3.663 <.001 
† p values in the final column represents the pairwise comparison of each condition with the control condition.  
Common superscripts indicate that the pair of conditions differ from each other at the .05 level. Therefore, the 
two conditions with a after their name are different from each other at alpha = .05. 
 
Figure 13: Mean differences illustrating confidence intervals (at 95%) across each 
condition for participant attitudes in medium levels of product involvement. 
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Figure 14: Mean differences illustrating confidence intervals (at 95%) across each 
condition for participant purchase intentions in medium levels of product involvement. 
 
 
 
 
6.1.2. Preliminary analyses. Following the same protocol as Study 1, having found a 
significant difference between principle marketing initiatives compared to initiatives with no 
principle, I follow up with analysis of the mechanisms that may underpin this finding. As 
with Study 1 the control condition was removed for this second stage of analysis as these 
participants were not exposed to the treatment conditions. The descriptive statistics and 
bivariate correlations for all key study variables can be seen in Table 8.  We see again a 
moderate and positive correlation between attitude to the firm with purchase intentions and 
organisational commitment to the cause, as well as a small positive correlation with internal 
and external congruency. Also in-keeping with the findings of Study 1 a moderate positive 
relationship between commitment and cognisance is revealed. Internal and external 
congruence also demonstrate a moderate, positive relationship. As with Study 1 product 
involvement was not significantly correlated with any other variable.  
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Table 9: Descriptive statistics and bivariate correlations among the key study variables. 
 
 M SD 2 3 4 5 6 7 8 
1. Attitude 15.60 3.24 .618*** .383*** .355*** .001 .173* .240** -.034 
2. Purchase Intent 15.38 3.15 - .389*** .374*** .104 .087 .252*** -.066 
3. Commitment - -  - .460*** -.043 .013 -.022 -.084 
4. Cognisance 20.27 4.61   - .017 .103 .177* .044 
5. Communication - -    - -.131 .076 -.093 
6. Internal Congruence 16.80 3.17     - .378*** .118 
7. External Congruence 29.06 4.38      - -.057 
8. Product Involvement 13.00 5.68       - 
Note. N = 197. No mean and standard deviation values were presented for commitment and communication, as these 
variables were manipulated and dummy coded. As such, these values are not meaningful. 
* p <.05. ** p < .01. *** p <.001. 
 
 
6.1.3. Mediation analyses.  This stage of hypotheses testing analysed the hypothesised 
mediating relationship of cognisance in the association between objective commitment and 
organisational outcomes.  Two separate meditation analyses were again performed utilising 
the SPSS PROCESS (Hayes 2013), with attitudes to the firm and purchase intention 
alternately entered as the dependent variable.  The 95% confidence intervals were generated 
for point estimates using bias-corrected bootstrap samples of 5000.  Bootstrap confidence 
intervals that do not contain zero are taken to indicate a significant index (Hayes, 2015), and 
a Sobel test of significance for mediation was again reported. 
 
6.1.4. Attitude to the firm. Findings from the mediation analysis showed that 
cognisance partially mediated the relationship between commitment and attitudes to the firm, 
b = 0.68, SE = 0.24, LLCI: 0.26, ULCI: 1.19, Z (Sobel) = 2.84, p = .005. As seen in Figure 15 
and in line with hypotheses, greater objective commitment by the firm was positively 
associated with more favourable attitudes (H2a), and greater cognisance (H3a). That is, 
directions of the significant paths indicate that greater objective commitment leads to more 
favourable attitudes to the firm, as well as predicting greater cognisance, which predicts 
additional favourable attitudes to the firm than those generated by objective commitment 
alone. 
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Figure 15: Partial mediating effect of cognisance in the commitment-to-attitude 
relationship.  
 
 
Note: All coefficients are unstandardised regression coefficients. * p < .05. ** p < .01. *** p < .001 
 
 
6.1.5. Purchase intention. Cognisance was also seen to partially mediate the direct 
effect of commitment on purchase intentions, b = 0.72, SE = 0.21, LLCI: 0.36, ULCI: 1.20, Z 
= 3.07, p = .002 (Figure 16). This result was also supportive of predictions in that 
commitment by the firm was positively associated with greater purchase intentions (H2b), 
and the partial mechanism explaining this link was an increase in participant cognisance. That 
is, the directions of effect for the mediation model pathways suggest that greater objective 
commitment predicts greater cognisance, which subsequently leads to greater purchase 
intentions than those generated by objective commitment alone, thereby supporting H3b. 
 
 
Figure 16: Partial mediating effect of cognisance in the commitment-to-purchase 
intention relationship.  
 
 
Note: All coefficients are unstandardised regression coefficients. * p < .05. ** p < .01. *** p < .001 
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6.1.6. Moderated mediation analyses. This stage of focal analyses investigated 
hypothesis 4, that is, the potential moderating effect of communication on the established 
mediating effect of cognisance. That is, whether the mediated process between the 
independent variable (commitment) and dependent variables (attitude to the firm and 
purchase intention) via cognisance changes according to different levels of the moderator 
(communication). Analyses again utilised the Hayes (2013) SPSS macro (model 7). 
 
6.1.7. Attitude to the firm. Findings showed evidence that communication 
significantly moderated the indirect effect of commitment on attitude via cognisance, b = -
0.52, SE = 0.28, LLCI: -1.23, ULCI: -0.10. In order to understand the nature of this 
moderating effect, the indirect mediating effect was examined at each level of the moderator. 
At a high level of communication, a Sobel test revealed that cognisance significantly and 
fully mediated the link between commitment and attitudes to the firm, b = 0.63, SE = 0.26, 
LLCI: 0.23, ULCI: 1.27, Z = 2.35, p = .019. As seen in Figure 17, when communication was 
high, demonstrated commitment by the firm lead to more favourable attitudes solely via the 
mechanism of increased cognisance. Yet at the low communication level, cognisance did not 
mediate the commitment-attitudes relationship (Figure 18), b = 0.14, SE = 0.55, LLCI: -0.89, 
ULCI: 1.31, Z = 0.28, p = .778. Therefore, the mediating effect of cognisance in the 
relationship between commitment and attitudes to the firm only held when communication 
was high, thereby supporting H4.  
 
Figure 17: Test of the simple mediation effect the high level of communication.   
 
 
 
Note: All coefficients are unstandardised regression coefficients. * p < .05. ** p < .01. *** p < .001 
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Figure 18: Test of the simple mediation effect the low level of communication.   
 
 
 
Note: All coefficients are unstandardised regression coefficients. * p < .05. ** p < .01. *** p < .001 
 
 
6.1.8. Purchase Intention. Findings likewise showed evidence that communication 
significantly moderated the indirect effect of commitment on purchase intention via 
cognisance, b = -0.55, SE = 0.27, LLCI: -1.22, ULCI: -0.14. This result was followed-up by 
investigation of the indirect mediating effect at each level of the moderator communication. 
Somewhat mirroring the results for attitude to the firm, at a high level of communication, 
cognisance was seen to partially mediate the effect of commitment on purchase intention, b = 
0.50, SE = 0.21, LLCI: 0.18, ULCI: 1.03, Z = 2.02, p = .044. This indicated that when 
communication was high, demonstrated commitment by the firm was positively associated 
with greater purchase intention both directly, and via the mechanism of increased cognisance 
(Figure 19). In contrast, when the communication level was low, cognisance did not 
significantly mediate the relationship between commitment and purchase intention (Figure 
20), b = 0.87, SE = 0.47, LLCI: 0.04, ULCI: 1.90, Z = 1.82, p = .068. Consequently, as with 
attitude to the firm, the mediating effect of cognisance in the link between commitment and 
purchase intention was only evident in the presence of high communication. 
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Figure 19: Partial mediating effect of cognisance in the commitment-to-purchase 
intention relationship at the high communication level (moderator).  
 
 
Note: All coefficients are unstandardised regression coefficients. * p < .05. ** p < .01. *** p < .001 
 
 
 
Figure 20: No mediating effect of cognisance in the commitment-to-purchase intention 
relationship at the low level of communication (moderator).  
 
 
 
Note: All coefficients are unstandardised regression coefficients. * p < .05. ** p < .01. *** p < .001 
 
 
6.1.9. Internal congruence. A bivariate regression was conducted to test the direct 
effect of internal congruence on cognisance. Contrary to predictions, results indicated that 
internal congruence did not significantly predict cognisance, R2 = .01, F(1, 195) = 2.08, β = 
.10, p = .151, thereby rejecting H5. As with Study 1, I conducted additional analysis on the 
direct effects of internal congruence on attitudes to the firm, and purchase intentions to test 
the predictive effects of internal congruence on the dependent variables as a counterpoint to 
the hypothesised predictive effects on congruence. In this instance results revealed that 
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internal congruence predicted a small increase in favourable attitudes to the firm, R2 = .03, 
F(1, 195) = 6.00, β = .17, p = .015, but did not predict greater purchase intentions, R2 = .01, 
F(1, 195) = 1.49, β = .09, p = .224. To gain further insight this test was followed up with two 
hierarchical multiple regressions with attitudes to the firm and purchase intentions entered 
alternately as the dependent variables. As with Study 1 cognisance was entered at stage one, 
and internal congruence at stage two. The regression analyses revealed that at stage one 
cognisance contributed significantly to attitudes to the firm, R2 = .13, F(1, 195) = 28.20, β = 
.36, p < .001. At stage two, the introduction of internal congruence to the model predicted a 
small but significant additional increase in attitudes to the firm R2 change = .02, F(1, 194) = 
4.26, β = .14, p = .04.  Additionally, analysis revealed that at stage one cognisance 
contributed significantly to increased purchase intentions, R2 = .14, F(1, 195) = 31.78, β = 
.37, p < .001. At stage two, the introduction of internal congruence to the model did not 
predict any significant additional change in purchase intentions R2 change < .01, F(1, 194) = 
.54, β = .05, p = .464.   
 
6.1.10. External congruence. To evaluate the direct effect of external congruence on 
organisational outcomes, two bivariate regressions were conducted with external congruence 
as the predictor, and attitude to the firm and purchase intention entered alternately as the 
criterion variable. Results suggested that greater external congruence levels predicted more 
favourable attitudes to the firm (supporting H6a), R2 = .06, F(1, 195) = 11.89, β = .24, p = 
.001, and also greater purchase intention (supporting H6b), R2 = .06, F(1, 195) = 13.19, β = 
.25, p < .001. 
 
6.2 Discussion 
Study 2 tested replicated Study 1 but with several adjustments reflecting different 
market offerings and cause-affiliation.  First, the product category was changed to a higher 
product involvement context. Second, the manipulation of commitment was adjusted from a 
product based donation, to a monetary based donation.  While results again reveal a 
promising degree of support for the conceptual model certain differences between the studies 
emerged.  
In Study 1 cognisance fully mediated the relationship between firm commitment to 
the cause and attitudes to the firm and purchase intentions, however in Study 2 we see only 
partial mediation occurring for both outcomes. Several potential explanations for these 
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differences are of note.  First, the use of a more universal, and arguably easier to quantify 
donation (money), may have increased the relationship between the reported objective 
commitment and participant’s attitudes and purchase intentions. As such, the mediating effect 
of cognisance may be reduced as the direct effect of commitment increase.  
A second potential cause for the change in mediating effects could be due to the 
change in cause affiliation from the homeless (Study 1), to the environment and sustainability 
(Study 2). Prior research has found that cause proximity may have an effect on consumer 
responses. Liberman et al., (2007) discuss four manifestations of psychological distance that 
may impact consumer decision making in cause related scenarios: temporal distance, social 
distance, special distance, and hypotheticality. Of the four, hypotheticality (the perceived 
probability of something occurring) may apply. That is, participants may consider the degree 
of probability to be less likely for instances of homelessness (in a first world country in which 
the business setting was presented), compared to the more global nature and impact inherent 
with environmental issues (Wakslak et al., 2006; Todorov et al., 2007). 
Third, the greater product involvement ratings reported in the café condition may 
account for the greater effects of objective commitment on organisational outcomes.  As 
noted earlier, for high involvement products more careful evaluation takes place via the 
central route processing, with consumer evaluations determined by the force of the message 
central to the product, rather than by peripheral cues. However, in the café advertisement the 
perceived central message may arguably be related to the cause rather than to the market 
offering. This is especially pertinent as the stimuli in Study 2 was devoid of any specific 
product or price references, rendering the advertisement essentially a branding 
communication only. As such, it is possible participant engagement with the advertisement 
focused more on the cause than the product. This raises an interesting question as to what 
constitutes the central message in any given piece of advertising material. Finally, the change 
in mediating effects between the two studies may be related to the moderating effect of 
communication that emerged in Study 2.  In this instance when communication was low there 
was no mediating effect of cognisance, but mediation did occur when communication was 
high.   
With regard to external congruence, Study 2 found this to be predictive of both 
favourable attitudes to the firm and purchase intentions, thereby reinforcing the findings of 
Study 1. However, in contrast to Study 1, Study 2 failed to find an effect of internal 
congruence, but this factor was found to predict a small contribution to favourable attitudes to 
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the firm. This differences in the revealed effects of internal congruence may simply be an 
artefact of the stimuli or sample rendering the experiment unable to discern an effect, or 
secondly, differences in product and cause associations may be contributing to 
inconsistencies between participant’s processing of the available information (e.g. greater 
reported external congruence in Study 2 comparted to Study 1).  
Despite early indicators that the proposed model has merit explaining, in part, the 
associations between the variables under investigation, a few areas for experimental 
refinement arise from Study 2. First, the advertising stimuli may undergo small modification 
to include more information of the firm’s core market offering. This will serve to (1) present 
stimuli more in-keeping with traditional retail advertising and not limit the advertising 
message to a brand-only dimension, and (2) in-doing so attention to market related factors 
above and beyond the cause message are introduced. Second, it is suggested that a larger, 
more diverse sample that is representative of the population of interest is utilised.  This will 
have the added benefit of investigating whether any age cohort effects are at play.   
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CHAPTER 7: STUDY 3 (HIGH INVOLVEMENT CONTEXT) 
Study 3 builds on the preceding studies in several ways. While encouraging support 
has thus far been found for the model, as noted in the literature, as product involvement 
increases, the efficacy of cause-related initiatives reduces. Therefore, Study 3 investigates the 
relationships proposed in the conceptual model in a higher product involvement context. 
Second, the age range of the sample is increased to enhance external validity. As such, the 
sample utilised is more representative of the population of interest (Australian consumers). 
Third, it facilitates the exploration of any age cohort effects that have not emerged from the 
student participants sampled thus far. 
 
7.0 Method 
 
7.0.1. Participants and Procedure. Study 3 adopted the same 3 (commitment: 
control/low/high) x 3 (communication: control/low/high) between participants design. 
Participants comprised of 298 respondents recruited via a convenience sample from among 
the researcher’s surrounding community and the University of Queensland student population 
(aged from 17 to 80, M = 28.14, SD = 13.88, 55% male, 45% female).  All participants took 
part on a voluntary basis. Participants were quasi-randomly assigned to one of the five 
experimental conditions, in which surveys were given to consenting participants in a random 
order; the researcher was blinded to the allocation. As with studies 1 and 2, after consenting 
to participate, candidates viewed a single advertising stimuli and completed a survey 
concerning that stimulus.  
 
7.0.2. Advertising stimuli. In accordance with the procedures adopted in the preceding 
studies the current experiment utilised five variations of an A5 colour advertisement, but with 
a high involvement product category: mobile phones retailer. Communication was 
manipulated in the same manner as studies 1 and 2, with commitment varied across a 
financial (dollars contributed) dimension.  As with studies 1 and 2, a fictitious brand was 
created to minimise the effects of pre-existing brand attitudes and market conditions. Cause 
affiliation was adapted to reflect high internal congruence in-keeping with the new product 
category, and aligned the mobile phone retailer with Australian children’s mental health 
telephone help-lines. Based on the feedback from pre-testing images of children or 
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individuals indicative of at risk populations were avoided, with only generic logos and 
graphical elements included.  
 
7.0.3 Manipulation check. Manipulation of commitment and communication adopted 
the same question and analyses as Studies 1 and 2. A one-way ANOVA found the 
manipulation of objective commitment was successful, with the low conditions eliciting 
significantly lower participant ratings of the firm’s commitment (M = 4.52, SD = 1.51) than 
the high (M = 5.64, SD = 1.13), F(1, 239) = 42.14, p < .001, partial η2 = .15. Similarly, a one-
way ANOVA revealed participants in the low communication conditions (M = 3.28, SD = 
1.69) perceived significantly less advertising space allocated in support for the cause than 
those in the high conditions (M = 5.07, SD = 1.19), F(1, 239) = 92.14, p < .001, partial η2 = 
.28. This confirmed the successful manipulation of communication. Product involvement is 
also seen to be higher for Study 2 (M = 13.00, SD = 5.68) compared to that in Study 1 (M = 
9.25, SD = 4.43), t = 8.08, p < .001. 
 
7.1 Results 
 
As with studies 1 and 2, one-way ANOVA was first conducted to validate the primary 
assumption that an overall difference in participant attitudes and purchase intentions exists 
between principle-based initiatives versus an initiative with no principle in the high product 
involvement category (Table 9). Results again revealed significant difference between the 
principled conditions for both attitudes to the firm, F(4, 293) = 13.54, p < .001, partial η2 = 
.16 (Figure 21), and purchase intention, F(4, 293) = 7.93, p < .001, partial η2 = .10 (Figure 
22), compared to the control conditions, thereby supporting hypotheses 1a and 1b in high 
product involvement contexts. Follow up tests were again conducted to investigate any 
differences between principle-based conditions. Results indicate that advertising with a low 
commitment to a principle-based cause returned significantly lower scores on attitude to the 
firm than advertising that have high commitment to the cause, irrespective of the level of 
communication. A similar pattern of effect was found for purchase intentions with low 
commitment to, and low communication of a principle-based cause returning significantly 
lower scores on purchase intentions than advertising that has high commitment to the cause, 
irrespective of the level of communication. However, when the firm demonstrated high 
communication of a low commitment there was no significant difference with conditions 
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when the firm demonstrated a high commitment and low communication.  This suggests that 
in high product involvement conditions increasing the degree of commitment to a cause will 
only enhance purchase intentions if the communication of the commitment is high.  
 
 
Table 10: Mean differences between principle-based initiatives and non-principle-based 
initiatives in a high product involvement context. 
 
Attitudes to the firm 
Condition M SD t p† 
Control 12.60 3.08 4.095 - 
Low Commitment Low Communication a 13.80 3.31 4.171 .05 
Low Commitment High Communication b 13.52 2.93 4.611 .12 
High Commitment Low Communication a b 16.00 3.23 4.954 <.001 
High Commitment High Communication a b 16.05 3.62 4.429 <.001 
Purchase Intention 
Control 10.28 3.63 2.833 - 
Low Commitment Low Communication a 12.86 4.01 3.017 <.001 
Low Commitment High Communication b 12.33 3.65 3.382 <.001 
High Commitment Low Communication a 13.63 4.01 3.402 .003 
High Commitment High Communication a b 13.75 3.71 3.703 .011 
† p values in the final column represents the pairwise comparison of each condition with the control condition.  
Common superscripts indicate that the pair of conditions differ from each other at the .05 level. Therefore, the 
two conditions with a after their name are different from each other at alpha = .05. 
 
 
 
 
 
 
 
 
 
 
106 
 
Figure 21: Mean differences illustrating confidence intervals (at 95%) across each 
condition for participant attitudes to the brand in high product involvement contexts. 
 
 
 
 
 
 
Figure 22: Mean differences between principle-based initiatives and non-principle-
based initiatives for participant purchase intentions in high product involvement 
contexts. 
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7.1.3 Preliminary analyses. Having found a significant difference between principle-
based marketing initiatives compared to initiatives with no principle, I followed up with an 
investigation of the relationships described in the conceptual mode, after having removed the 
control condition data. The descriptive statistics and bivariate correlations for the key study 
variables can be seen in Table 10. Again we see a moderate to strong, positive correlation 
between attitude to the firm and purchase intentions and organisational commitment to the 
cause, as well as a strong correlation between attitudes to the firm with cognisance. Also in-
keeping with the findings of Study 1 and 2 a moderate positive relationship between 
commitment and cognisance was found. Internal congruence also demonstrates a moderate 
positive relationship to favourable attitudes and purchase intentions, while external 
congruence demonstrates a small but significant relationship with cognisance.  Additionally, 
results revealed that age was positively correlated with favourable attitudes to the firm, but 
not with purchase intentions.  Unlike Studies 1 and 2, in Study 3 product involvement was 
found to have a small and positive correlation with all factors other than communication. 
 
 
Table 11: Descriptive statistics and bivariate correlations among the key study variables 
 
 M SD 2  3 4 5 6 7 8 9 
1. Attitude 14.80 3.47 .670** .344** .497** -.024 .334** .075 .185** .206** 
2. Purchase Intent 12.93 3.89 - .190** .343** .020 .359** .079 .164* .126 
3. Commitment - -  - .570** -.019 .045 -.012 .170** .053 
4. Cognisance 19.26 5.49   - -.038 .298** .132* .235** .090 
5. Communication - -    - -.073 -.017 -.039 -.013 
6. Int. Congruence 16.12 3.91     - .188**  .244** .186** 
7. Ext. Congruence 29.61 4.26      - .162* .021 
8. Prod. Involvement 17.48 3.23       - -.037 
9. Age 28.38 14.40        - 
Note. N = 197. No mean and standard deviation values were presented for commitment and communication, as these 
variables were manipulated and dummy coded. As such, these values are not meaningful. 
* p <.05. ** p < .01. *** p <.001. 
 
 
7.1.4 Mediation analyses.  To test the hypothesised mediating role of cognisance two 
separate meditation analyses were again performed utilising the SPSS PROCESS macro 
developed by Hayes (2013), with attitudes to the firm and purchase intention alternately 
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entered as the dependent variable, with 95% confidence intervals generated for point 
estimates using bias-corrected bootstrap samples of 5000. 
 
7.1.5 Attitude to the firm. Findings from the mediation analysis showed that 
cognisance fully mediated the relationship between commitment and attitudes to the firm, b = 
1.76, SE = 0.33, LLCI: 1.18, ULCI: 2.48, Z (Sobel) = 5.57, p < .001. As seen in Figure 23, 
and in line with hypotheses, greater objective commitment by the firm was positively 
associated with more favourable attitudes thereby supporting H2a, and greater cognisance 
(H3a). That is, directions of the significant paths indicate that greater objective commitment 
leads to more favourable attitudes to the firm, as well as predicting greater cognisance, which 
predicts additional favourable attitudes to the firm than those generated by objective 
commitment alone. 
 
 
Figure 23: Full mediating effect of cognisance in the commitment-to-attitude 
relationship. 
 
 
Note: All coefficients are unstandardised regression coefficients. * p < .05. ** p < .01. *** p < .001 
 
 
 
7.1.6 Purchase intention. Cognisance also fully mediated the direct effect of 
commitment on purchase intentions, b = 1.54, SE = 0.37, LLCI: 0.89, ULCI: 2.31, Z (Sobel) 
= 4.28, p < .001 (Figure 24), thereby supporting predictions that commitment by the firm was 
positively associated with greater purchase intentions (H2b), and the key mechanism 
explaining this link was an increase in participant cognisance (H3b). That is, the directions of 
effect for the mediation model pathways suggest that greater objective commitment predicts 
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greater cognisance, which subsequently leads to greater purchase intentions than those 
generated by objective commitment alone, thereby supporting H3b. 
 
Figure 24: Full mediating effect of cognisance in the commitment-to-purchase intention 
relationship. 
 
 
Note: All coefficients are unstandardised regression coefficients. * p < .05. ** p < .01. *** p < .001 
 
 
 
7.1.7 Moderated mediation analyses. Having found evidence for full mediation, I next 
tested for a moderating effect of communication on the relationship between commitment and 
cognisance as stated in hypothesis 4. As with the first two studies, analyses utilised the Hayes 
(2013) SPSS macro (model 7). Contrary to expectations, there was no moderating effect of 
communication in the relationship between commitment and cognisance, p = .30 (LLCI: -
3.51, ULCI: 1.09 thereby falsifying H4. 
 
7.1.8 Internal congruence. A bivariate regression was conducted to test the direct 
effect of internal congruence on cognisance. As predicted results indicated that internal 
congruence significantly predicts cognisance, R2 = .09, F(1, 239) = 23.24, β = .30, p < .001, 
thereby supporting H5. I again follow up this test with an analysis of the direct effects of 
internal congruency on the dependent variables. In the high product involvement context 
results revealed that internal congruence predicted favourable attitudes to the firm, R2 = .11, 
F(1, 239) = 30.01, β = .33 p < .001, and also greater purchase intentions, R2 = .13, F(1, 239) 
= 35.46, β = .359, p < .001.  In-keeping with Study 1 and 2 two hierarchical multiple 
regressions were conducted to test the hypothesised effects of internal congruence on 
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cognisance, compared to the direct of effects of internal congruence on the dependent 
variables. At stage one cognisance contributed significantly to attitudes to the firm, R2 = .25, 
F(1, 239) = 78.45, β = .50, p < .001. At stage two, the introduction of internal congruence to 
the model predicted a small but significant additional increase in attitudes to the firm R2 
change = .04, F(1, 238) = 12.64, β = .20, p < .001. Additionally, cognisance contributed 
significantly to increased purchase intentions, R2 = .12, F(1, 239) = 31.86, β = .34, p < .001. 
At stage two, the introduction of internal congruence to the model also predicted a small but 
significant additional increase in purchase intentions R2 change = .07, F(1, 238) = 21.36, β = 
.28, p < .001. 
 
7.1.9 External congruence. To evaluate the direct effect of external congruence on 
organisational outcomes, two bivariate regressions were conducted with external congruence 
as the predictor, and attitude to the firm and purchase intention entered alternately as the 
criterion variable. Results suggested that greater external congruence levels did not predict 
more favourable attitudes to the firm (thereby rejecting H6a), R2 = .01, F(1, 239) = 1.37, β = 
.08, p = .243, or greater purchase intention (thereby rejecting H6b), R2 = .01, F(1, 239) = 
1.50, β = .08, p = .222.   
 
7.2 Discussion 
 
It was found that increased commitment to a cause predicted greater organisational 
outcomes in terms of both more favourable attitudes to the firm and purchase intentions than 
marketing material that relies solely on elements of the traditional marketing mix. Analyses 
also provide support for the model of principle-based marketing. In-keeping with Study 2, 
cognisance was found to mediate the relationship between the firm’s objective levels of 
commitment to a cause and participant’s attitudes and purchase intentions. Additionally, it 
was found that in keeping with the proposed model, internal congruence predicted greater 
cognisance. Internal congruence was also found to have a direct effect on both favourable 
attitudes and greater purchase intentions. Combined, these findings support the hypothesised 
pathways between the firm’s activities, the mediational processes that operate as a function of 
the consumer’s perceptions, and the resulting outcomes the firm may expect. However, 
unlike Studies 1 and 2, there was no direct effect of external congruence on either favourable 
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attitudes or purchase intentions, nor for the moderating effect of communication in the 
relationship between the firm’s objective levels of commitment and cognisance.  
This final experiment has made the methodological advancement of recruiting 
community residents as well as students, with both groups considered as Australian 
consumers and age range as the most distinguishing differentiation. Therefore, the results of 
experiment three allow for inferences to be drawn beyond those specific to simple student 
populations. As such, the previous results that were generated exclusively with students are 
corroborated somewhat with this more heterogeneous sample. These data allow us to say 
more about community residents than the previous experiments. Above and beyond the main 
points of convergence and divergence discussed above, it is of note that age was not strongly 
associated with any of the factors under investigation, other than a small positive relationship 
with the formation of favourable attitudes to the company. Experiment three is not without its 
own limitations and these impact the degree of confidence that can be afforded in the results. 
All studies are limited to some extent by methodological issues however, the consensus of 
support for a hypothesised model is strengthened when the specific flaws of one experiment 
are not replicated in follow-up experiments. Issues with any specific experiment render the 
conclusions from it ambiguous and therefore, replications are needed before definitive 
conclusions can be reached. The primary issue is that specific limitations within a single 
experiment open the door to alternative explanations 9usually methodological or from 
confounding influences) to account for the pattern of results. Replications themselves are also 
invariably limited by methodological weaknesses. However, providing the replications do not 
simply repeat the same limitations of earlier work, converging evidence from a program of 
individually-limited research can be interpreted with greater confidence and strengthen the 
face validity of the model being tested. This is discussed further in Chapter 8.   
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CHAPTER 8: DISCUSSION 
Much prior work has provided valuable insights into why organisations should engage 
in socially-oriented marketing activities, and where their efforts may best be placed. From 
these studies a great many potential organisational benefits have been identified. However, 
questions of how the firm is best able to achieve these outcomes remains unclear.  When 
undertaking such activity Mohr et al. (2001) observed that consumers, (1) may question the 
altruistic nature of the initiatives, (2) report a limited knowledge of organisations’ socially 
responsible records, and/or (3) be more interested in meeting consumption goals rather than 
obfuscating the purchase process with considerations beyond that goal. These issues have 
been found to endure with myriad findings attesting to the ambiguity shrouding consumer 
responses to socially-oriented corporate activity. I argue that contributing to this ambiguity 
are two fundamental issues. First, most socially-oriented marketing activity operates outside 
of any theoretical foundation that is specific only to the marketing function, but rather draws 
on a variety of literature from disparate schools of marketing thought. The second issue arises 
from the tendency in prior research to conceptualise and test relevant factors as discreet 
entities, rather than interrelated co-determinants of consumer perceptions, attitudes and 
behaviour.  In response to these two issues I propose a novel theory that accounts for the 
conceptualisation of socially-oriented marketing initiatives, and a process model that 
represents the theory in practise.  
At the heart of these propositions is the concept of ‘Principle’. Principle is described 
as an organisational foundation for integrating social values (the proposition) with marketing 
practises (the behaviour). This description incorporates important characteristics that are 
worthy of reinforcement. First, Principles are an organisational foundation – not a fluctuating 
ethos. In this, the concept differs from CrM in that they are not ad hoc, nor contingent upon 
the actions (e.g. a purchase) of others. Likewise, the concept of Principle, while compatible 
with CSR, differs in several important ways. First, the concept of Principle applies 
predominantly to marketing activity, and, as such, places the consumer at the centre of its 
chain of reasoning, while CSR operates at an organisation-wide level, typically adhering to 
prescribed codes and standards (e.g. ISO 14000). By operating outside such codes, the 
marketer avoids complications arising from the life-cycle of social issues, in which social 
expectations germinate political debate, which in turn spurs the development of legislation 
(Marx, 1986). Murray and Vogel (1997) observe that organisational goodwill programs that 
are independent of social expectations are better placed to exert a deliberate influence on the 
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organisation’s social milieu, as they are not contingent upon what issues do, or do not, 
emerge from the life-cycle of social issues. Finally, the concept of responsibility is not 
applicable to principle-based marketing (PBM). Failure to adhere to prescribed codes of 
responsibility implies the organisation is irresponsible (Murphy and Schlegelmilch, 2013). In 
contrast, not employing PBM is not irresponsible, it is simply confining one’s marketing 
activities to the traditional marketing mix. That said, principled-based initiatives may 
synergise with a company’s CSR efforts: while they are not theoretically bound, they need 
not be mutually exclusive.  
Representing the application of the theory in practise is a process model that 
reconceptualises and integrates the associations between multiple constructs. The model is 
composed of four primary constructs: organisational commitment to a cause, communication 
of that commitment, the degree of fit between the cause and the sponsor (internal 
congruency), and the fit between the consumer and the cause (external congruency). Despite 
having received considerable prior investigation the function and efficacy of each construct is 
neither clear nor standardised. In an effort to bring greater clarity a fifth construct, termed 
cognisance, is introduced that accommodates the consumer’s perceptions of the 
organisational commitment to the cause. Combined, these five constructs provide a unified 
whole that theoretically explains the associations between all factors. These constructs are 
then arranged across a continuum based on degree of organisational control, and demonstrate 
the relationships that flow from organisational activity, to consumer perceptions, and the 
organisational outcomes that emerge in the form of consumer attitudes and behaviours. This 
framework has been termed the model of principle-based marketing.  
In order to answer the two research questions: (1) to what extent does socially-
oriented marketing enhance organisational outcomes and, (2) what are the mechanisms by 
which this occurs, the model was empirically tested. With regard to question one, it was 
found that incorporating socially-oriented marketing initiatives with established marketing 
activity does provide greater organisational benefits than marketing activity that does not 
incorporate socially-oriented initiatives. With regard to the second research question, the 
proposed model was found to enhance understanding of the mechanisms by which these 
organisational benefits manifest. The following section will expand on these assertions, 
summarise the results of the empirical studies, and discuss the theoretical and managerial 
implications therein. The chapter concludes with an overview of the limitations and provides 
areas suitable for future research.  
114 
 
8.1 Theoretical Contribution  
 
In order to bring structure to the many areas for discussion I will progress through the 
findings and theoretical contributions in line with the flow depicted by the degree of 
organisational control: that is, I will start with the organisational activities (commitment and 
communication), progress to the development of consumer perceptions (cognisance and 
internal congruence), and conclude with the consumer characteristics (external congruence). 
To highlight the theoretical contribution in each section I utilise MacInnis’ (2011) framework 
for identifying conceptual contributions in marketing (Table 11). The framework describes 
four broad categories in which conceptualisation may occur, and the means by which each 
may contribute to the field of marketing. Of the four broad categories the current thesis 
makes a contribution in three of these categories: explicating (delineating), explicating 
(summarising), and debating (advocating).    
Explication is divided into two dimensions: delineating and summarising. Delineation 
entails “the goal of detailing, articulating, charting, describing, or depicting an entity… and 
helps researchers consider how the entity they study relates to the broader conceptual world 
around it” (MacInnes, 2011, p. 144). As noted by MacInnes (2011), delineation may utilise 
conceptual frameworks that develop logically derived hypotheses of the antecedents and 
outcomes for relevant factors, and may also consider moderating conditions that interrelate to 
produce a roadmap for better understanding the subject under investigation. The conceptual 
model proposes such a roadmap by mapping the relationships among constructs previously 
studied outside of any overarching framework.  
The proposed conceptual model also draws on characteristics of summarisation. 
MacInnes (2011, p.144) defines summarisation as “taking stock of, digesting, recapping, and 
reducing what is known to a manageable set of key takeaways”.  MacInnes (2011) notes that 
while delineation specifies relationships between variables, summarisation takes empirical 
evidence from disparate instances to generate manageable conclusions. In this regard 
summarisation emphasises contraction of information, while delineation involves expansion 
by mapping components central to a construct and describing the cause and effect 
relationships between them. The following sections will discuss the empirical findings 
undertaken in the current thesis, and in doing so expand on the assertions outlined above.  
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Table 12: Source MacInnis 2011. A framework for conceptual contributions in marketing.  
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8.1.1 Organisational Activities 
The conceptual model places at its foundation the organisational activities the firm 
undertakes when adopting socially-oriented initiatives. These are the activities that the firm 
has complete control over. They are the degree to which the firm will commit to the cause, 
and the level of communication the firm undertakes in presenting its commitment.  
 
8.1.1.2 Commitment. As discussed, no reliable method for detecting differences 
between socially oriented corporate activities that are genuine and those which are merely for 
public display currently exists (Dare 2016). Indeed, it is surprising how little prior research 
can be found that explores the concept of organisational commitment to a cause from an 
operational perspective. For example, Carroll (1991) lays important foundations by 
describing four pillars on which socially-oriented corporate activity may be built, and 
Sprinkle and Maines (2010) provide a useful summary of the areas in which the organisation 
may make contributions. However, very little can be found on the manifest variables that 
operationalise these areas for contribution. In pursuit of such variables the current thesis 
draws on earlier work by Dwyer et al. (1987) who suggested commitment may be identified 
across three constructs: the firm’s economic and emotional inputs, and the durability and 
consistency with which these inputs are adopted.  In the model of principle-based marketing 
these factors have been consolidated, resulting in two dimensions that underpin 
organisational commitment: consistency (composed of duration and frequency of 
commitment) and contribution (the economic inputs). Under the proposed model Dwyer’s 
(1987) concept of emotional inputs was not considered a suitable variable of commitment as 
it is better captured by the proposed construct of external congruence. It is here that the 
current thesis makes its first theoretical contribution. As far as is known this is the first time 
that the manifest variables that comprise organisational commitment has been articulated 
under the current format and have been empirically tested.  
Commitment was operationalised by both consistency and contribution. Results from 
the series of three experiments suggested strong support for the influence of commitment. 
Preliminary analyses across all three studies found that advertising that incorporated a 
commitment to a cause generated more favourable attitudes to the firm, and greater purchase 
intentions than advertising that did not incorporate cause-related information. This finding 
was further supported with evidence that as the degree of commitment increases so do the 
favourable organisational outcomes.  Of interest, this finding held true in both the medium 
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and high level product involvement contexts, but in the low involvement context the degree 
of commitment only produced favourable outcomes when communication was high. If the 
low involvement study was taken into account in isolation one may assume that it was the 
moderating effect of communication that explained the failure to find an effect of 
commitment except in cases of high communication. However, this explanation is less 
feasible when one considers that levels of communication had no moderating effect on 
commitment in the other two studies. Alternative explanations are therefore called for. In the 
absence of any theoretical reason for this failure to find an effect in Study 1, and given the 
available information captured by the three studies collectively, the most feasible cause of 
this discrepancy lies with the method by which the commitment was operationalised.  Study 1 
employed a product-based donation (camping sleeping bags), while Studies 2 and 3 
employed a monetary-based donation. Although no prior research can be found that 
investigates consumer attitudes and behaviours based on the types of donations, it is 
reasonable to suggest this may be a factor contributing to the discrepancies detailed above. 
Specifically, monetary donations may arguably be easier to quantify by consumers than non-
monetary donations. This could be especially pronounced if the product-based donations are 
of a relatively uncommon, or rarely used, item such as sleeping bags. From an experimental 
design perspective this is a reasonable explanation given that the magnitude of commitment 
change (across high and low), and that the degree of communication was held constant across 
all three studies, with a difference in outcome only evident in the study that altered the 
donation type. As such, the effects of donation type on consumer attitudes and behaviours is 
flagged as a suitable area for further investigation. Also worthy of mention, I note that the 
manifest variables that comprise commitment (consistency: frequency and duration; and 
contribution) were not independently manipulated, but rather all held high or low as an 
overall unit of commitment.  As such, I can suggest that their combined effect promotes 
favourable outcomes, but I am unable at this stage to comment on the individual contribution 
made by each manifest variable.  
 
8.1.1.2 Communication. As hypothesised in the conceptual model, and as suggested 
by the preceding findings, communication and commitment are interrelated. However, the 
degree to which they interrelate, and the mechanisms that characterise this relationship are 
not yet clear. Unlike commitment, CSR communication has received a great deal of 
theoretical and empirical investigation. However, much of this prior work has been conducted 
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outside a robust framework which may account for the often contradictory findings. Many 
informative studies have looked at specific factors within the corporate communication 
domain as it applies to socially-oriented activities such as; the interaction of communication 
with brand-cause fit (e.g. Simmons and Becker-Olsen 2006), amount of information provided 
(e.g. Pomering, Johnson and Noble 2013), topics and prominence of socially-oriented 
messages (e.g. Capriotti and Moreno 2007; Dincer and Dincer 2010; Moreno and Capriotti 
2009), the effects of message source (e.g. Morsing, Schultz and Nielsen 2008), consumer 
attitudes and perceptions to socially-oriented messages (e.g. Maignan and Ferrell 2004; 
Schmeltz 2012), and message structuring in the face of activism (e.g. Evuleocha 2005). More 
recently, research has attempted to coordinate these myriad considerations within conceptual 
frameworks (e.g. Du, Bhattacharya and Sen 2010; Golob et al. 2013). However, no studies 
can be found that pull the focus out further and investigate where, in the overall scheme of 
socially-oriented marketing activity, communications fit. Because of this there is no 
consensus on whether such communications have an effect on consumer perceptions, 
attitudes, or behaviours, if these are direct effects, or whether communications plays a 
moderating role in the relationships between other factors.  
In an effort to bring clarity to these ambiguities the current thesis applied predominant 
theories that underpin communication research. I drew on classical conditioning, in which 
heuristics are formed via associative learning, with one’s beliefs and perceptions being 
derived from the sum of the received information developing facts (Martindale, 1991), and 
attribution theory (Jones and Davis, 1965; Kelley, 1972) to illuminate how consumers 
attempt to understand corporate motives embedded in a firm’s communications. From these 
foundations I proposed that communications act as a moderator in the relationship between 
the firm’s objective commitment to a cause and the consumer’s perceptions relating to that 
commitment.  
Experimental testing provided strong support for the proposed configuration. First, it 
was found that after controlling for participant perceptions and judgements of the objective 
levels of commitment (cognisance), there was no significant effect of communications on 
either favourable attitudes to the firm, or purchase intentions except for the low involvement 
context, in which the change only accounted for an extra 1.5% increase in favourable 
attitudes to the firm. This supports the position that communication has little effect on 
consumer attitudes and behaviours once consumer perceptions have been controlled for. The 
second stage of investigation looked at the hypothesised moderating effect of communication 
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on the relationship between the firm’s objective level of commitment and the consumer’s 
perceptions of that commitment (cognisance). Reasonably strong support was found for this 
relationship.  In the low product involvement context this moderating effect, while not 
significant, was in the direction hypothesised, and in the medium level of involvement study 
communications was found to significantly moderate the effect between the firm’s 
commitment and consumer perceptions. The only instance in which this effect was not found 
was in the high product involvement study. This discrepancy is unexpected given the strong 
theoretical foundation on which the proposed pathway was established. This said, there are 
several plausible explanations. I consider first why the moderating effect of communications 
had a considerably stronger effect in Study 2 than Studies 1 and 3.  When the stimuli and 
results from all studies are considered collectively, the degree of information presented in 
each study may provide a possible explanation for this unexpected result. First, it can be seen, 
in retrospect, that Study 2 elaborated more on the nature of the cause commitment than Study 
1 and Study 3. While all three studies incorporated similar variation between high and low 
levels of commitment to the cause in terms of consistency (frequency and duration), 
magnitude of commitment, and maintained the same variation in communication across space 
allocation given to the cause, only Study 2 provided elaboration on specific activities to 
which the contributions were supporting. This observation may be salient when one considers 
the findings of Pomering and Johnson (2009) who assert that as the amount of cause-related 
information communicated by the firm increases, levels of consumer scepticism decrease. A 
second, and also retrospective, observation is that of the three studies, Study 2 presented less 
product-based information than the other two studies. This may have focussed participant 
attention more on the cause-related information in Study 2 than in the studies with greater 
product information. These observations in themselves raise two interesting questions. The 
first is, within the framework of principle-based marketing, to what extent does the amount of 
cause related information provided influence the relationship between levels of commitment 
to a cause, and consumer perceptions. The second is to what extent does the balance between 
cause-related information and product-related information within the one marketing stimuli 
influence the relationship between commitment to a cause and consumer perceptions (see 
future directions).  
The second discrepancy requiring attention is why Study 3 failed to find any 
moderating effect of communications at all. In this instance there is no theoretical reason to 
explain this anomaly, however, there is a reasonable case for conjecture. It is noted that of the 
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studies, Study 3 is the only one in which the donations were made to an intermediary, and not 
directly given to those to whom the social cause is targeting. Specifically, Study 1 supplied 
sleeping bags to the homeless, Study 2 donated money to farmers and those who research 
sustainable farming, while Study 3 donated money to a third-party organisation that assists 
callers with mental health issues, thereby placing an intermediary between the donation and 
those for which the money is being donated.  Attribution theory (Jones and Davis 1965; 
Kelley 1972), in which consumers attempt to understand corporate motives embedded in a 
firm’s communications, may explain this possibility. As noted in Chapter 3, consumer 
perceptions of corporate hypocrisy may increase if organisations are deemed to have 
manipulative intentions, or be exploiting social issues, for commercial purposes. Given this, 
the introduction of an intermediary to the donation chain evident in Study 3 may have had a 
detrimental effect on participant’s perception of the firm’s motives.  
Overall, the two factors under the organisation’s closest control have been found to be 
reasonably well validated with 11 of the 15 hypotheses supported, and an additional 
hypothesis, while not significant, was approaching significance in the direction hypothesised. 
In summary, there is a strong case to suggest that the degree of organisational commitment to 
a cause (inclusive of frequency, duration, and magnitude) predicts favourable attitudes and 
purchase intentions. However it was also found that greater organisational commitment 
enhanced favourable consumer perceptions (see cognisance), and that this second pathway 
was moderated by levels of communication. The following section will discuss the 
development of these perceptions in more detail, and the mediating effect they have for 
engendering increased organisational outcomes than those created by commitment and 
communication alone.  
 
8.1.2 Consumer Perceptions 
Consumer perceptions are the process by which individuals interpret and organise 
information and stimuli to produce a meaningful experience of the world (Lindsay and 
Norman 1977). In the current framework consumer perceptions are a product of several 
factors. First they are formed by what the organisation does (the commitment), and how that 
commitment is communicated. It was also hypothesised that the degree of fit between the 
cause and the firm’s product or identity (internal congruence) contributes to the formation of 
consumer perceptions. 
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8.1.2.1 Cognisance. As noted, the objective measure of what the organisation actually 
does (commitment), and how the consumer perceives and interprets that commitment are 
different factors. Much has been written on the areas in which the organisation may focus 
their attention to develop favourable consumer attitudes (e.g. Öberseder 2014), as well as the 
outcomes that may be achieved once favourable perceptions have been achieved. However, 
the place in which these outcomes reside in the overall scheme of socially-oriented corporate 
activity has not, as far as can be found, been clearly articulated. This is important when 
considering the practitioner. While academic scholars may be able to navigate myriad 
antecedents, consequences, and relationships between corporate activity and consumer 
perceptions, not to mention the distinction between perceptions and attitudes, there is no 
applied model that organises these considerations in a parsimonious framework. In order to 
bring clarity to these complex issues a factor termed ‘cognisance’ was proposed. 
Cognisance was defined as the consumer’s knowledge and awareness of the firm’s 
objective commitment, and the associated judgments and feelings that arise from this 
knowledge and awareness. It is a product of the extent to which the consumer views the 
organisation’s commitment to the cause in relation to prevailing social, commercial, and 
competitor considerations. To aid clarity I reiterate that cognisance relates only to the 
consumer’s perceptions of the firm’s association with the cause. The consumer’s association 
with the cause is not theoretically linked to the construct of cognisance.  
As noted by Du et al (2007), the antecedents that shape consumer perceptions of an 
organisation’s socially-oriented activity are the perceived organisational motives, and the 
consumer’s level of awareness of the activities. In the model of principle-based marketing the 
first of these considerations is conceptually accounted for by the firm’s level of commitment, 
and the second by the degree of communication. The current thesis builds on these assertions 
by Du et al (2007) with the inclusion of internal congruence as an additional driver of 
cognisance. Building on these antecedents the model conceptualises cognisance as a mediator 
in the relationship between the firm’s objective level of commitment and the consumer’s 
attitudes and behaviours. The rationale being that, despite these constructs being separate 
factors they all contribute to the development of overall consumer perceptions. In this the 
current thesis makes another contribution to the literature. The introduction of cognisance 
represents conceptual summarisation by, (1) consolidating a variety of factors (e.g. 
awareness, knowledge, judgements) and placing them under a single overarching factor and, 
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(2) placing that factor within a cohesive framework that explains the antecedents and 
outcomes that flow from it.  
The results from the three experiments provides strong support for this 
conceptualisation. In each study cognisance was found to mediate the proposed relationship 
between objective levels of commitment and the organisational outcomes. In Studies 2 and 3 
cognisance was found to partially mediate the relationship, while in Study 1 cognisance fully 
mediated the relationship. This variation in degree of mediation presents an interesting point 
for discussion. While the most simple explanation for this difference in partial to full 
mediation may be explained as a simple artefact of Study 1, there are other considerations 
that are worthy of discussion.  The first, as noted earlier is that in Study 1 a suppression effect 
from an untested variable is negating the direct effect of commitment on the organisational 
outcomes (attitudes and behaviours).  While this is feasible it is called into question to some 
extent that in the following two studies the direct effect of commitment on the outcomes was 
established. This of course does not mean there was no suppression taking place in the second 
two studies, just that there was no statistical requirement to investigate this possibility further. 
While no potential suppressing factors were accounted for in the current thesis, one potential 
cause of this suppression (as noted in section 8.1.1) could be the donation type interfering 
with the formation of favourable organisational outcomes.  
8.1.2.2 Internal Congruence.  Additional to the degree of commitment and the levels 
of communication a third variable hypothesised to develop consumer perceptions is internal 
congruency. The current thesis defines internal congruence as the degree of association 
between a cause and a sponsoring brand or product. Once more, there is much confusion as to 
what outcomes internal congruency predicts, and with little consensus on the pathways that 
lead to these varied outcomes. As noted, prior research has found brand-cause fit to be a 
predictor of enhanced perceptions, others found it stimulates attitudinal change, others 
suggest it enhances behavioural change, and yet others fail to find any of these effects. The 
sum total of these investigations is that we can’t say with much certainty what brand-cause fit 
does, nor where it sits in the overall scheme of socially-oriented marketing activity. I again 
argue that the cause for this lack of clarity is due to all prior research being conducted in a 
piecemeal approach and outside of a comprehensive framework that considers all relevant 
factors. In response to this the current thesis advocated an unambiguous pathway: that 
internal congruence has a direct effect on consumer perceptions of legitimacy, and that these 
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perceptions combine with the effects of commitment and communication to provide overall 
levels of cognisance.  
Experimental testing provided sound support for this stance.  In the low involvement 
and high involvement studies internal congruence was found to predict greater perceptions of 
commitment to the cause. The only instance in which this was not found was in the medium 
level of involvement study (café context). No clear reason presents itself why only this study 
failed to find an effect of internal congruence. The means and standard deviations for 
perceived levels of internal congruence across all three studies are exceedingly similar, 
suggesting that the construct was appropriately conceptualised in each study. Consideration 
of the correlations among variables across all three studies also fails to highlight any clear 
anomalies, with no theoretical reasons immediately obvious. While it may be explained 
simply as an artefact of the sample utilised, it requires further investigation.  Pursuant to this, 
I investigated other conceptualisations of internal congruence. Based on the prior literature 
the most commonly investigated alternative is the link between internal congruence and 
consumer attitudes and purchase intentions. Results from this conceptualisation revealed that 
internal congruence had a small to moderate predictive effect on favourable attitudes to the 
firm, but no predictive effect on purchase intentions other than in the high product 
involvement contexts.  This, in and of itself, suggests that internal congruence is related to 
consumer attitudes and behaviours by more than the single pathway hypothesised in the 
proposed model. To gain further clarity I then investigated the direct effects of internal 
congruency on the attitudinal and behavioural outcomes while controlling for the predictive 
effects of cognisance. Internal congruence was found to still predict a small increase in 
favourable attitudes to the firm in the medium and high involvement contexts, and greater 
purchase intentions in the high involvement context above and beyond favourable 
perceptions. Accordingly, it is proposed that the model investigate this additional pathway 
between internal congruency and attitudes and behaviours (Figure 25).  
These investigations reflect why prior research has found mixed findings with this 
construct, with post-hoc analysis finding internal congruence to influence perceptions, 
attitudes, and behaviours. However, neither the current battery of studies, nor the conceptual 
model, are able to shed any light as to why this is happening. The only conclusion that can be 
proposed at this stage is that as perceptions are a related to attitudes (as a precursor) they 
share considerable variance, and the measures used in the current studies are not equipped to 
identify these differences. 
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Figure 25: Potential amendments to the model of principle-based marketing 
 
 
 
 
8.1.3 Consumer Characteristics: External Congruence 
The final stage in the proposed model are the consumer’s own personal 
characteristics. Given the many conceptualisations of ‘fit’ it is worth reiterating that the 
congruence between the consumer’s values with the cause (external congruence) is not 
hypothesised to influence perceptions that arise from the congruency between the firm and 
the cause. Rather, it is hypothesised to influence consumer attitudes and behaviours to the 
firm. This said, it must be noted that within the field of consumer behaviour consumer 
characteristics are many, but in the proposed model only characteristics that relate to the 
Principle are included. Other considerations such as demographics and psychographics may 
be found, under further investigation, to have an effect on the overall model just as they do 
with other elements of the marketing mix, but these are not considered central to the model.  
Experimental testing revealed strong empirical support for this conceptualisation with 
external congruency predicting favourable attitudes to the firm, and enhanced purchase 
intentions, in both the low and medium product involvement contexts. However, these 
findings were not found in the high involvement context. This, in and of itself, is not entirely 
unexpected. As discussed in Chapter 4, in low involvement contexts peripheral route 
processing is often adopted with consumers being less likely to invest time evaluating 
product characteristics, thereby making them more open to peripheral message cues. 
However, in high involvement contexts more careful evaluation takes place via the central 
route processing in which consumer evaluations are more likely to be determined by the force 
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of the message central to the product. While this decline in effect for external congruence in 
higher involvement contexts was anticipated it is noted that product involvement was not a 
focal variable of the studies, and as such represents an interesting area for future research. 
This is an interesting finding, with this being the first time external congruence has been 
found to have positive effects on consumer attitudes and behaviours under the aegis of a 
holistic model. In doing so, the nature of external congruence has been categorised in relation 
to other relevant factors, and its effects demonstrated above and beyond those of these factors 
(such as degrees of subjective organisational commitment).  
 
8.1.4 The Model of Principle-Based Marketing and the Marketing Mix 
When viewed collectively the empirical investigations conducted thus far provide 
sound support for the proposed model. Of the 30 hypotheses tested across the three studies 23 
have been supported, with a further hypothesis approaching significance. Additionally, this 
support was found under the rigours of three different product categories thereby adding 
further validity to the individual support found in each separate study. Furthermore, of the six 
hypotheses not supported two of these, in the case of diminished effects of internal and 
communication congruency in higher product involvement contexts were, to some degree 
anticipated.  
It is from these findings that the thesis makes the final two conceptual contributions: 
summarising and advocating (Table 11). As noted, summarisation is defined as “taking stock 
of, digesting, recapping, and reducing what is known to a manageable set of key takeaways” 
(MacInnes 2011, p.144). The current thesis achieves this with the proposed theory of 
principle-based marketing. To date, discussion of how the practitioner may implement 
socially-oriented marketing activity is often guided by CSR literature. However, as noted 
there are two issues with this. First, CSR, and the means by which the organisation should 
accommodate social demands, applies to multiple organisational functions and has, as such, 
been criticised for being too general and hard to measure (Öberseder et al. 2014). Second, but 
in a similar vein, CSR is not based on any theoretical foundations specific to marketing.  The 
proposed theory fills this void by providing a normative theoretical foundation that is in-
keeping with the doctrine of CSR, while also adhering to the consumer-centric mandate of all 
established marketing activity. In summary, Principle was defined as an organisational 
foundation for integrating socially constructed values with traditional marketing practices, 
and that this foundation should be regarded as an organisational imperative, not an ad hoc or 
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fluctuating ethos. In this way Principle differs from CrM. Similarly, Principe differs from 
CSR in that it places the consumer at the centre of its chain of reasoning, while CSR operates 
at an organisation-wide level, typically adhering to prescribed codes and standards.  
This promising early support for the theory of principle-based marketing assists, in 
part, to address the observations of Johnston and Beatson (2005) that there exists no one 
dominant model that accommodates the activities associated with CSR, and the need to better 
understand; (1) how organisations determine the requirements for CSR, (2) the forces at play 
in the social environment and, (3) the mechanisms that equip scholars and practitioners to 
more effectively connect with their intended audiences and the psychological dimensions that 
consumers define as salient to CSR experiences. First, by acknowledging that CSR applies to 
too many organisational disciplines I reject the feasibility of producing a single, all-
encompassing, CSR model. Accordingly, I delimit the scope of the model to a single 
organisational domain (marketing), in which the function of CSR is distilled down to a single 
construct termed Principle. From this position I am better placed to then identify the 
requirements of CSR/Principle, the forces at play in the social environment, and the 
mechanisms that connect with audiences on psychological and salient dimensions.  
The final theoretical contribution entails advocating. Advocating (Table 11) is to 
“clearly state an issue and one’s perspective on that issue; state the premises and 
assumptions; provide credible and unambiguous evidence, (and) draw conclusions that 
support the advocated view”.  As noted in Chapter 1, while the marketing mix has served 
marketers since its inception in the early 1960s, there have been recurring calls for its 
revision. Specifically, there has been ongoing debate that the traditional marketing mix 
remains internally focused, with limited consumer orientation, and no personification of 
marketing activities (Constantinides 2006). Arguably contributing to this myopic position is 
the tendency for those steeped in the marketing management school to have failed to 
adequately incorporate philosophies and evidence from other schools of marketing thought. 
For example, greater acknowledgment of the growing influence of interconnected consumers, 
and the more expansive philosophies characterising the macromarketing school demonstrate 
the limitations with the inward looking perspective of the management school.  
As noted by Du et al. (2007) the need to understand consumer reactions to socially-
oriented corporate activity is highlighted by the unique nature of the firm’s positioning on a 
socially-constructed dimension compared to those on traditional dimensions such as 
innovation or product superiority. Du et al. (2007) note that socially-constructed actions 
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reveal the organisation’s true value and character better than product-related actions. These 
characteristics are not only more enduring and distinctive than utilitarian characteristics of the 
brand, but Du et al. (2007) find them more anthropomorphic, thereby enabling consumers to 
better identify with the firm than that achieved on more traditional dimensions of marketing. 
Based on these arguments, and the growing influence of the individual and society at 
large, I argue that there is scope to revisit the marketing mix in order to accommodate these 
emerging and increasingly influential social forces characteristic of schools of marketing 
thought that go beyond the inward focused perspective characteristic of the marketing 
management school.  I propose that ‘Principle’ makes a suitable additional dimension to the 
marketing mix by augmenting the established product-based dimensions with an additional 
social dimension. As noted in Chapter 3, the definition of Principle suggests it is an 
organisational foundation, not an ad hoc or fluctuating ethos. In this it has been compared to 
the other dimensions of the marketing mix:  companies do not spontaneously adopt/drop 
price or product foundations, nor should they spontaneously adopt/drop their principled 
foundations. Given that the dimensions of the traditional marketing mix are poorly equipped 
to accommodate social factors I propose the inclusion of a novel dimension (Principle) to 
integrate contemporary social forces with established marketing strategy (Figure 26). As 
discussed earlier, the concept of Principle applies equally irrespective of whether the firm 
delivers a service or goods.  Importantly, I do not find fault with the traditional marketing 
mix, rather, I propose building on it to accommodate fundamental changes in social and 
technological conditions unforeseen in the 1960s. 
 
 
Figure 26: Proposed dimension of Principle on the marketing mix. 
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This opens the door to an important area of discussion. If Principle is viewed as a 
construct central to the development of favourable consumer perceptions, attitudes, and 
behaviours then it requires the same consideration as the existing dimensions of the 
marketing mix. This is the position taken in the current thesis: in this era of social 
connectedness principled marketing activities are a social, organisational, and legislative 
imperative, not an arbitrary addendum.  
However, central to this discussion is what one considers to be the criteria for 
inclusion in the marketing mix. Alternatively, one may argue that Principles are not 
fundamentally required in order to bring a product to market and, as such, argue against their 
inclusion in the marketing mix.  In this instance, the proposed model would be more 
appropriately applied as a process model to guide the integration of socially-oriented 
initiatives with the traditional marketing activities. While I argue this position is contrary to 
the ethos that underpins the concept of Principle, given the institutional nature of the 
traditional marketing mix a debate of this import makes any early definitive stance 
perfunctory, and requires discussion by the wider academic and practitioner community.   
 
8.2 Managerial Contribution  
 
I turn my attention next to managerial considerations. Corporate performance on 
social dimensions is a matter of growing interest to both the firm and society, with legislative 
and social demands increasingly making corporate social responsibility a commercial 
imperative (Hillman and Keim, 2001), with organisations increasingly being held accountable 
for the social impact of their operations (Porter and Kramer, 2006). For the firm, enhanced 
performance not only generates benefits such as favourable attitudes and purchase intentions, 
but also provides benefits associated with increased investment attractiveness and enhanced 
triple-bottom-line reporting capabilities. However, as noted, leading practitioners observe that 
there is no clear mechanism detailing how the firm should structure and communicate their 
socially-oriented activities (Bishop, 2013), and others observe that organisations, while aware 
of the importance of socially-oriented corporate activities, remain unclear on how to address 
this, with most corporate response being neither strategic nor operational but merely cosmetic 
(Porter and Kramer 2006).  In response to this lack of clarity the proposed model offers a 
mechanism that lends itself to the development of a useful framework that may assist the 
practitioner more appropriately conceptualise their socially-oriented efforts and apply them 
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with processes with which practitioners are more familiar. This is important not only to avoid 
the threat of criticism alluded to by Porter and Kramer (2006), but also because of the 
positive attributes that may characterise the entire firm above and beyond the limited 
outcomes investigated in the current thesis.  While these issues have, to some extent, been 
theoretically and empirically accounted for in the current thesis, the proposed model only has 
utility to the extent that it may be applied in broader commercial contexts.  In answer to this 
important consideration the next section will consider the application of principle-based 
marketing and how it integrates with several established marketing practises.  
 
8.2.1 Application of principle-based marketing 
The model of principle-based marketing identifies key factors that contribute to the 
successful conceptualisation and implementation of socially-oriented marketing activity. 
However, the factors also lend themselves to the development of an organisational typology 
that goes beyond a simple applied process model, and places the adopted Principle within the 
organisation’s operational framework. This typology identifies four organisational 
classifications, with each quadrant describing the benefits or risks associated with a how an 
organisation structures and presents socially-oriented initiatives. The orientations are termed: 
Legitimacy, Differentiation, Status Quo, and Brand Erosion (Figure 27).   
Legitimacy encapsulates a high commitment to, but low communication of, a 
Principle and promotes several organisational benefits.  Examples include, CSR reporting 
opportunities and potential for increased legitimacy. As suggested by the current studies the 
degree to which consumer perceptions of legitimacy are achieved may be contingent on the 
internal congruency between the firm’s core business and the cause they sponsor. However, 
in the absence of high levels of communication the extent to which the firm may benefit from 
perceptions of legitimacy will remain limited. It is in this quadrant that Hewlett Packard may 
be placed with their considerable commitment to, but limited communication of, the variety 
of causes they sponsor (see Chapter 3).   
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Figure 27: A typology of principle-based orientations. 
 
 
 
 
Also of note is that external congruency is not related to the development of 
legitimacy, nor is it required for CSR reporting. Rather, it was found that, as depicted in the 
Differentiation quadrant, the inclusion of external congruency may predict favourable 
outcomes including enhanced consumer attitudes and purchase intentions, and that these may 
be enhanced with increased communication of the firm’s commitment to the cause. It should 
be stressed that the high commitment and high communication of the Principle-based activity 
demonstrative of Differentiation, not only provides these consumer-centric outcomes, but 
also provides the benefits from Legitimacy. The Body Shop may be placed in this quadrant 
(see Chapter 3). The considerable commitment they undertake to a variety of highly 
congruent causes, and the extent to which they communicate this commitment across online 
and traditional channels is such that their principle-based position is (arguably) synonymous 
with their brand. I note, as depicted in Figure 27, that provision is made for other 
organisational outcomes such brand loyalty, favourable word-of-mouth behaviours, and 
willingness to pay (price premiums). While these additional outcomes were not empirically 
tested in the current thesis they have been included as tentative outcomes based on the 
findings of prior literature that investigated the same, or similar, constructs (see Chapters 2 
and 3).  
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Despite the potential for enhanced organisational outcomes that emerge as a function 
of high communication of the firm’s commitment to a cause there are also potential pitfalls. 
For example, should the firm communicate commitment to a cause that is not reflected in 
corresponding activity (the commitment) they run the risk of damaging their corporate 
reputation. This outcome is categorised in the quadrant termed Brand Erosion and is 
characterised by high communication of a commitment to a cause but little subjective 
evidence of that commitment. The Bank of Queensland, as noted in Chapter 3, may run the 
risk of entering this domain with promotion of their commitment to assisting victims of 
bushfires. As noted, the organisation made public claims of sizeable donations to the bushfire 
victims yet failed to clearly state these donations came from their customers, with no 
financial contribution made by the organisation themselves – a fact that was only found on a 
press release on their website. In instances such as this the organisations runs the risk of 
greenwashing, loss of trust, bad publicity or, in extreme cases, litigation due to failure to 
deliver on claimed performance (Lubbers 2002; Svensson and Wood 2011).  While this 
outcome may be conditional on subjective judgements, organisations would benefit from 
investing in legitimate principle-based campaigns as opposed to treading a fine line between 
legitimacy and duplicity. Application of the model of principle-based marketing would 
reduce the likelihood of such accusations. Status Quo represents an orientation in which the 
organisation does not implement initiatives prescribed by principle-based marketing, and 
therefore relies on the current dimensions of the marketing mix to generate differentiation. 
Building on this typology the principle-based framework also lends itself to several 
analytic uses when integrating principle-based activity to augment traditional marketing 
practises.  This has important practical implications for the marketer. As noted in the 
introduction, “the need to understand the unexamined role of CSR positioning in consumer 
reactions to a company's CSR actions is underscored by the unique nature of such a 
positioning strategy compared to those along more conventional dimensions such as 
operational excellence, product innovativeness” (Du et al. 2007, p.225). With this in mind the 
dimensions prescribed by principle-based marketing provide a mechanism by which the 
marketer can assess the firm’s socially-oriented activity in comparison to that of their 
competitors to identify unique and meaningful positioning opportunities. For example, levels 
of commitment and communication can be assessed and mapped onto a positioning map to 
help determine the relative strengths and weaknesses of the firm’s efforts for any given 
initiative (Figure 28). From this viewpoint the firm can deliberate on whether their 
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commitment needs augmenting, or, if the commitment is high comparative to that of their 
competitors, they may choose to increase communication of the commitment. Alternatively, 
if the positioning map reveals the socially-oriented dimension to be too saturated, as may be 
the case with issues of following the life-cycle of social issues (see section 3.7, p. 55), then 
the firm may consider a new socially-oriented position that less comprehensively supported 
by the commercial sector. It should be noted that this positioning map only utilises the two 
dimensions on which the organisation has maximum control. However, in-keeping with the 
consumer-centric philosophy that underpins the theory of principle-based marketing the firm 
should take into account factors pertaining to internal and external congruency when deciding 
on which principle-based domains may be appropriate to their product and corporate image.  
 
Figure 28: Positioning map based on PBM (environmentally responsible). 
 
Note: These observations are based only assumptions made from available data in the public domain and are for 
illustrative purposes only. 
 
 
There are several important benefits to this simple, but novel, map. First, it provides 
the marketer with an easy to formulate matrix with information of competitor commitment 
and communication that can be attained relatively easily through public and company records 
for objective measures of performance. These data can then be included in a SWOT analysis 
that incorporates the new dimension of Principle with traditional dimensions such as product 
performance and brand identity. Having identified a principle-based position that is unique 
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within the competitive landscape, the marketer may then use the same matrix to determine 
whether the position is also meaningful (to the consumer). It is here that differentiation above 
and beyond that generated by the traditional dimensions of the marketing mix may emerge.  
This second stage requires primary research of the firm’s target market to assess perceived 
levels of internal and external congruency. From the current studies I have found evidence to 
suggest that if the organisational commitment, communication, and (arguably) internal 
congruence, are high then the firm may expect favourable perceptions of legitimacy. If the 
principle-based activity is also aligned with the target market’s values (external congruence) 
then the firm may expect additional benefits including favourable consumer attitudes and 
purchase intentions. 
Additional to these strategic benefits are further benefits of accountability and 
reporting. For example, the clearly identified flow from organisational inputs (degree of 
commitment and communication costs) to outcomes (consumer perceptions, attitudes and 
behaviours) may be easily reconciled to calculate the return on investment from undertaking 
the principle-based initiatives.  For example, having defined the type of principle to be 
adopted (internal and external congruency), the degree to which it will be embraced 
(commitment), and the extent to which it will be promoted (communication), the company 
may investigate the principle-based activity prior to campaign launch to determine feasibility 
and resonance, and after the campaign to determine performance. While at this stage only 
favourable attitudes to the firm and purchase intentions have been empirically tested, the 
analytic approach lends itself equally well for the assessment of other organisational 
objectives that may flow from principle-based activity such as brand-switching behaviours, 
willing to pay, or brand loyalty (See Chapters 2 and 3).  
The preceding section outlines how the matrix may be utilised to assess the 
competitive landscape and relative positioning opportunities, however the same dimensions 
may also be employed for internal brand audits. In this instance the matrix can be used to 
assess the principled performance of individual product lines within a brand (Figure 29).  
Such an analysis provides a macro-level assessment of the company, and may be used 
to identify product lines not in keeping with the overall Principle to which the firm 
subscribes. With careful auditing the firm may avoid delivering mixed messages to the 
market and, reinforce its position as a leader in the socially-oriented space to which it 
subscribes. In doing so, the firm may be better equipped to stimulate consumer identification 
with their consumers than might be achieved on more conventional dimensions alone.  
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Figure 29: Internal brand audit across a Principle (environmentally responsible). 
 
Note: These observations are based only assumptions made from available data in the public domain and are for 
illustrative purposes only. 
 
 
 
8.3 Limitations and Future Directions   
 
The proposed model has been found to suggest possible solutions to many enduring 
ambiguities with extant research on the application of socially-oriented marketing activities, 
and the outcomes that may arise. However, despite this promising start there are several 
limitations with the current thesis that require acknowledgment. The following section will 
first detail these limitations, and discuss important future directions to further illuminate the 
relationships advocated in the proposed model. After having detailed these factor specific 
limitations I next discuss the limitations that relate to the larger contexts, including theory 
and application of the model under commercial conditions.  
The first, and most obvious limitation with the battery of three studies is that, with the 
exception of the final study, the student sample utilised limits the generalisability of the 
finding to the population of interest (the average Australian consumer). While Study 3 did 
expand the sample demographic, and the proposed model was still found to be reasonably 
well supported, it is noted that the support derived from Study 3, can only be assumed in high 
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product involvement contexts. It is therefore suggested that follow up studies re-investigate 
the proposed model across all product involvement contexts with a larger sample more 
representative of the population.  
Another area requiring further illumination is the manner in which commitment has 
been conceptualised, and the latent variables that underpin this factor. The proposed variables 
of consistency (across frequency and duration), and contribution are; (1) derived (in part) 
from prior work, (2) the product of sound inductive reasoning, (3) have reasonable face 
validity and, (4) have been empirically tested in the current thesis to provide a meaningful 
basis for commitment to a cause. However, these latent variables were not manipulated in any 
of the studies. As such, the extent to which each of these variables contributes to the 
perceived levels of organisational commitment is unknown. For example, it would be 
informative to understand better how, for example, altering the degree of contribution 
bolsters consumer perceptions of commitment, if the duration of that commitment is 
decreased. Accordingly, there is scope for future studies to investigate each of these latent 
variables and the influence each has on objective levels of organisational commitment in the 
eyes of the consumer.   
Continuing with commitment, the three studies gave rise to a second consideration 
that requires greater scrutiny. As noted, a discrepancy was identified among the studies 
regarding the degree to which a firm’s commitment to the cause had a direct effect on 
favourable consumer attitudes and purchase intentions. Comparisons between studies 
suggested that the type of donation may have played a part in these discrepancies. 
Specifically, more favourable organisational outcomes were achieved when the advertising 
stimuli portrayed a monetary-based donation compared to a product-based donation. Given 
this it is suggested that follow up studies investigate the overall model with donation type as 
the variable of interest. This will serve to better identify how methods of donation influence 
pathways between organisational commitment and consumer perceptions, as well as between 
commitment and attitudes and behaviours.  
A final potential issue with how the firm’s commitment is structured lies with to 
whom the organisation makes the actual donation. It was found in Study 3 that, while 
commitment to a cause generated more favourable outcomes than advertising with no cause-
related information, and that this relationship increased with higher levels of communication, 
there was no effect of communication on the relationship between commitment and consumer 
perceptions.  One potential cause of this somewhat unusual ambiguity lies with the recipients 
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of the donation. As noted, in the two studies in which communications were found to 
moderate the hypothesised pathway the stated population at risk were the direct recipients of 
the donations, while in the study that failed to find an effect of communications there was an 
intermediary placed between the donor (the firm) and the ultimate recipient for whom the 
money was being raised. As such, it is suggested that further studies investigate the effects of 
varying the donation chain across levels of intermediaries involved. 
I next turn my attention to communications. When the degree of exposure given to 
communicating the firm’s commitment to the cause was manipulated the moderating effects 
of this factor was found to be reasonably well supported. However, after considering the 
results collectively across all experiments several limitations, and subsequent areas for further 
investigation, have been identified.  First, it was noted that, in-keeping with prior studies, the 
amount of information detailing the nature of the firm’s commitment to a cause may 
influence the communication’s efficacy in the development of favourable consumer 
perceptions of the firm’s socially-oriented activity. A second potentially related, but still 
distinct, consideration is the balance of information presented between the firm’s 
commitment to the cause and other product or brand based information also contained in the 
marketing stimuli. The import of this observation lies in what the consumer perceives to be 
the central message contained within the advertisement, and therefore directive of where their 
attention is focused. These two considerations either individually, or combined, may be 
influencing the consumer’s cognitive processes when assimilating the information contained 
in the stimuli. As such, it is proposed that additional investigations, (1) vary the amount 
information detailing the nature of the firm’s commitment, while holding the degree of 
exposure constant and, (2) hold the degree of exposure and amount of information constant, 
but vary the balance between cause-related information and product-related information.  
The next factor requiring further investigation is internal congruence. While it was 
found to be appropriately conceptualised and well supported it is noted that this factor was 
not experimentally manipulated, and as such the degree to which it can be claimed to have a 
causal effect in the hypothesised development of perceptions is limited. Given the many and 
varied conceptualisations of this factor, the persistent ambiguity shrouding its effects, and the 
lack of consensus on where it fits in to the overall scheme of socially-oriented marketing it is 
recommended that this factor be subjected to experimental testing as the focal variable of 
interest. While it is acknowledged that other studies have done this, none have done so within 
a holistic and robust framework such as that prescribed by the current model.  
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The preceding issues relate predominately to the factors from which the conceptual 
model is composed. I now turn to issues of a more global nature. The first, and most 
important issue relates to the overall experimental design and brings with it several important 
implications and areas for future research. The current battery of experiments utilised a single 
marketing stimuli that was presented at a single point in time. As such the design allowed for 
control over extraneous factors such as existing brand preferences, and was able to fulfil the 
primary objective of investigating the relationships among the focal variables, but it was 
unable to capture the effects of associative learning that is central to the efficacy of long term, 
and on-going marketing activities. This observation suggests several areas for future research. 
First, follow up studies may adopt a similar experimental design but incorporate more than 
one stimuli. For example, instead of presenting participants with a single advertising 
stimulus, the experiment may present a variety of coordinated marketing stimuli, such as the 
advertisement, the landing page of the company website, a press release, and packing 
materials. By presenting this more comprehensive array of marketing collateral the effects of 
the proposed model may be better appreciated under conditions more in-keeping with actual 
marketing practices. Second, future investigations may implement a longitudinal design that 
may be better equipped to capture any changes in associative learning that arise from the 
implementation of a principle-based marketing campaign. This said, such a study would be 
somewhat complex to administer, and controlling for potential confounds more problematic.  
A further issue with the current design is that, while it has proved useful in describing 
the relationships between the factors in a unified framework, it provides little insight into 
why these factors are having the effects that have been found. For example, the current 
approach has revealed that the donation type (e.g. product-based versus money-based) may 
influence consumer perceptions of the firm’s level of commitment, and has accordingly been 
flagged for further investigation. However, such inferences and the suggested follow-up 
studies will not provide deeper understanding of why this may be the case - only if it occurs 
or not. This lack of a deeper understanding as to why the hypothesised pathways are 
significant may be ameliorated with future research that adopts a qualitative or mixed design 
approach.  
The third area that encompasses several potential issues is that of the stimuli itself (as 
opposed to the use of more varied stimuli). In the current battery of studies the stimuli used a 
fictitious brand to counter any pre-existing brand preferences that may have confounded the 
results. While this was an appropriate precaution for this early stage of model validation it 
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limits the applicability of the findings to the commercial world. As noted earlier, CSR 
advertising has been shown to be more effective in relation to organisations with an 
established reputation rather than organisations with a less familiar reputation (Obermiller et 
al. 2009). Accordingly, an informative addition to the current studies would be to conduct a 
similar array of experiments utilising known brands. This approach may be constructed in 
two ways, each of which will add valuable further insights to those generated in the current 
thesis. The first iteration may utilise established brands, and, after controlling for pre-existing 
brand preferences measure the effects of incorporating principle-based initiatives to the 
marketing stimuli. Such an addition to the studies would be useful for investigating whether 
principle-based marketing may induce brand-switching. An alternative, but equally 
informative, suggestion flowing from this limitation with the stimuli is to test an established 
(and preferred) brand against an unknown brand to determine whether the inclusion of a 
principle-based initiative is sufficient to increase favourable consumer attitudes and 
behaviours for new-to-market brands.  
A second issue with the stimuli worthy of further investigation is that which was 
found during pre-testing. It was discovered that when the advertising material incorporated 
images explicitly depicting at risk populations indicative of the cause, participants regarded 
this as exploitative. The resulting responses for attitudes and behaviours was counterintuitive 
given the high reported responses for internal and external congruency. When the explicit 
images were replaced with generic graphics indicative of the cause, these counterintuitive 
findings were not evident. While image type was not a focus of the current thesis, this 
unexpected finding in the pre-testing stage suggests an interesting area for further study.  
The final area encompassing important considerations for future investigation are the 
myriad factors which characterise the commercial world that have not been factored into 
these early experiments. For example, goods and services involve differing degrees and types 
of consumer experience.  At this early stage of conceptualisation it is not self-evident whether 
principle initiatives will have a greater, or lesser, effect on buying decisions as a function of 
experiential degree. Similarly, hedonic products primarily invoke an affective or sensory 
experience of aesthetic pleasure, fantasy, and fun (Hirschman and Holbrook 1982), while 
utilitarian products invoke cognitively driven goal oriented processes with the aim of 
accomplishing a functional task (Dhar and Wertenbroch 2000). It would be illuminating to 
investigate the extent to which principle-based initiatives perform under the affective and 
cognitive processes particular to these product types. It would also be informative to 
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investigate the proposed model against other marketing strategies. For example, patterns of 
response to advertising include seven types of effect (see Tellis 2004).  Given that Principle 
may provide a deeper psychological connection with consumers than, say, a price promotion, 
the patterns of advertising effect may differ.  For example, current (immediate) effects of 
advertising may be greater for price promotions, but more enduring effects (i.e. carryover 
effects) may be greater for Principle as it is based on more enduring values and beliefs. Such 
a line of investigation is in-keeping with earlier research that has tested the price sensitivity 
of goods (e.g. Knight et al. 2005) and the effects of this on market share and purchase 
intentions.   
Taking a broader perspective, it is suggested that the proposed model is tested under 
various socio-cultural conditions such as; levels of education, religion, and predominant 
cultural values and attitudes.  Additionally, study of the proposed model under a variety of 
market structures would be beneficial. That is, to what extent does the application of PBM 
influence consumer attitudes and behaviours with respect to firms operating under pure 
monopoly conditions compared to, for example, those operating within oligopolies. These 
represent but a few of the areas for immediate further investigation, however, the 
opportunities for doing ‘good’ (the Principle) are limitless. The ability to effectively do so 
however lies in the skill of the marketer, and it is here that opportunity for the development of 
greater differentiation and competitive advantage resides. 
 
 
 
“Now this is not the end. It is not even the beginning of the end. But it is, perhaps, the end of 
the beginning” – Winston Churchill 
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APPENDICES 
Appendix A: Ethical Clearance 
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Appendix B: Low involvement pre-test stimuli 
 
Comntrol stimuli for low involement pre-test study.  
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Low commitment, low communication condition stimuli for low involement pre-test study.  
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High commitment, low communication condition stimuli for low involement pre-test study. 
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Low commitment, high communication condition stimuli for low involement pre-test study. 
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High commitment, high communication condition stimuli for low involement pre-test study. 
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 Appendix C: High involvement pre-test stimuli 
 
Control condition high involement pre-test study 
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Low commitment, low communication condition stimuli for high involement pre-test study. 
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High commitment, low communication condition stimuli for high involement pre-test study. 
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Low commitment, high communication condition stimuli for high involement pre-test study. 
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High commitment, high communication condition stimuli for high involement pre-test study. 
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Appendix D: Pre-test measures. 
 
Attitude towards the ad: overall (Bruner 1995; 1998) 
Four Likert-type questions consisting of bipolar adjectives presumed to measure the general 
evaluation of an advertisement. The items are not specific to the advertisements under 
investigation. Questions include: 
1. I dislike the ad / I like the ad. 
2. I react unfavourably to the ad / I react favourably to the ad. 
3. I feel negative toward the ad / I feel positive toward the ad. 
4. The ad is bad / The ad is good. 
 
Attitude to the brand (Clayton and Heo 2011) 
“What is your attitude to the retailer?” Responses were marked on three reverse-scored, 
seven-point semantic differential items (Cronbach’s α  = .95), anchored by: 1 = like, 7 = 
dislike; 1 = favourable, 7 = unfavourable; 1 = positive, 7 = negative. 
 
Purchase intention (Yoon, Bolls, and Lang 1998) 
Measurement of the second key outcome of purchase intention adopted Lafferty and 
Goldsmith’s (1999) scale, which utilised the question: “If you were in the market for <insert 
product>, what is the likelihood of you purchasing from this retailer?” Responses were made 
upon three reverse-scored, seven-point semantic differential scales (Cronbach’s  = .93), 
anchored by: 1 = likely, 7 = unlikely; 1 = probable, 7 = improbable; 1 = possible, 7 = 
impossible. 
 
Cause Marketing (Commitment by Business) - Ellen, Mohr, and Webb (2000) 
Four, seven-point semantic differentials are used to measure a potential donor’s opinion of a 
commitment by a business to a particular charity or cause. Questions include: Do you think 
the business is 
1. Is not committed to the charity / Is committed to the charity. 
2. Has little invested in the charity / Has a lot invested in the charity. 
3. Is not interested in the charity / Is very interested in the charity. 
4. Is giving a little to the charity / Is giving a lot to the charity. 
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External congruency (Lee, Park, Rapert, and Newman 2012) 
External congruency was tested utilising two scales developed and validated by Lee at al., 
(2012) for measuring consumer lifestyle and values with CSR activity.  
 
a) Perceived consumers' value fit is operationalised as the perceived similarity between 
the consumers' values and company’s socially oriented activities.  The measure 
utilises five items answered on a 7-point Likert-type scale ranging from “Strongly 
Disagree” to “Strongly Agree”. Reliability is strong (α = .89).  
Items include: 
1. I’m interested in this company’s CSR activities. 
2. I know this company’s CSR activities well.  
3. This company’s CSR activities are associated with social problems. 
4. I’ve been interested in this company’s CSR activities for a long time. 
5. I usually pay attention to the news and ads that are related this company’s CSR 
activities.  
 
b) Perceived consumers' lifestyle fit is operationalised as the degree of congruence 
perceived between consumers' lifestyle and company socially oriented activities.  The 
measure utilises seven items. Reliability is strong (α = .84). 
Items include: 
1. This company’s CSR activities are valuable. 
2. This company’s CSR activities are relevant with my personal values. 
3. This company’s CSR activities are necessary 
4. This company’s CSR activities are important. 
5. This company’s CSR activities are interesting. 
6. I’ve had experience participating in philanthropic activities that are related to this 
company’s CSR activities. 
7. I’ve played an active role in the organisation that is related to this company’s CSR 
activities. 
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Social Desirability Bias (Reynolds 1982) 
The scale measures the degree to which people describe themselves in socially acceptable 
terms in order to gain the approval of others. The abbreviated version utilises 13 true/false 
items: 
1. It is sometimes hard to go on with my work if I am not encouraged. 
2. I sometimes feel resentful when I don’t get my way. 
3. On a few occasions, I have given up doing something because I thought too little of my 
ability. 
4. There have been times when I felt like rebelling against people in authority even when I 
knew they were right. 
5. No matter who I’m talking to, I’m always a good listener. 
6. There have been occasions when I took advantage of someone. 
7. I’m always willing to admit it when I make a mistake. 
8. I sometimes try to get even rather than to forgive and forget. 
9. I am always courteous, even to people who are disagreeable. 
10. I have never been irked when people expressed ideas very different from my own. 
11. There have been times when I was quite jealous of the good fortune of others. 
12. I am sometimes irritated by people who ask favours of me. 
13. I have never deliberately said something that hurt someone’s feelings. 
 
Demographic data including, age, gender, nationality, income, and occupation.   
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Appendix E: Participant Information sheet 
 
Participant Information sheet 
 
 
Objectives:  We are investigating the effects of advertisements that incorporate information 
about the philanthropic activities of companies.  
 
To enable the data from the study to be analysed, participants will be asked to complete a 
standard, but anonymous, demographic questionnaire including gender, age, and nationality. 
Participants will then be presented with an advertisement from which to answer a few follow 
up questions. It is anticipated that participation will take approximately 2 minutes to 
complete.  The research will be conducted at the University of Queensland in a research 
laboratory or teaching room. All information will be stored on password protected computers 
at the University of Queensland. Should you wish to withdraw from participation at any time 
the data collected form you will be destroyed and not used in any part of the research.  
Participants are under no obligation to participate and may withdraw at any time.  Only 
aggregated anonymous results will be reported. If you participate in this study, the 
information will not be linked back to you as an individual (i.e. it is anonymous).  The 
information will be stored in a secure environment and access to the data will be made 
available only to the members of the research team.  Your comments will be kept confidential 
and any information provided will only be used for the purposes of this research. 
 
You are welcome to discuss your participation in this study with the student (Rohan de 
Pallant on 0423 919916 or r.depallant@business.uq.edu.au) or his academic advisor (Dr 
Chris Hodkinson on 07 334 68071 or c.hodkinson@business.uq.edu.au) or to impose 
conditions, or withdraw from the study at any time. If you would like further information on 
the study please contact either the student or supervisor on the contact details provided above. 
 
If you would like to speak to an officer of the University not involved in this study, you may 
contact the University’s Ethics Officer on 336 53924.Investigators:  Rohan de Pallant, Dr 
Chris Hodkinson, Dr Michael Ireland 
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Appendix F: Study 1 Camping Stimuli 
Comntrol stimuli for Study 1 low involement.  
 
 
 
 
 
 
 
 
 
 
156 
 
156 
 
Low commitment, low communication condition stimuli for Study 1. 
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High commitment, low communication condition stimuli for Study 1. 
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Low commitment, high communication condition stimuli for Study 1. 
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High commitment, high communication condition stimuli for Study 1. 
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Appendix G: Study 2 Cafe Stimuli 
Comntrol stimuli for Study 2. 
 
 
 
 
 
 
 
 
 
161 
 
161 
 
Low commitment, low communication condition stimuli for Study 2. 
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High commitment, low communication condition stimuli for Study 2. 
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Low commitment, high communication condition stimuli for Study 2. 
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High commitment, high communication condition stimuli for Study 2. 
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Appendix H: Study 3 Mobile Phone Stimuli 
 
Comntrol stimuli for Study 3. 
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Low commitment, low communication condition stimuli for Study 3. 
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High commitment, low communication condition stimuli for Study 3. 
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Low commitment, high communication condition stimuli for Study 3. 
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High commitment, high communication condition stimuli for Study 3. 
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Appendix I: Final Experimental Measures 
 
Attitude to the brand (Clayton and Heo 2011). 
The single item question utilised the question, “What is your attitude to the retailer?” 
Responses were marked on three reverse-scored, seven-point semantic differential items 
(Cronbach’s α  = .95), anchored by: 1 = like, 7 = dislike; 1 = favourable, 7 = unfavourable; 1 
= positive, 7 = negative. 
 
Purchase intention (Yoon, Bolls, and Lang 1998). 
Measurement of the second key outcome of purchase intention adopted Lafferty and 
Goldsmith’s (1999) scale, which utilised the question: “If you were in the market for <insert 
product>, what is the likelihood of you purchasing from this retailer?” Responses were made 
upon three reverse-scored, seven-point semantic differential scales (Cronbach’s  = .93), 
anchored by: 1 = likely, 7 = unlikely; 1 = probable, 7 = improbable; 1 = possible, 7 = 
impossible. 
 
Cause Marketing (Commitment by Business) - Ellen, Mohr, and Webb (2000) 
Four, seven-point semantic differentials are used to measure a potential donor’s opinion of a 
commitment by a business to a particular charity or cause. Question asked, “Do you think the 
business is?” 
1. Is not committed to the charity / Is committed to the charity. 
2. Has little invested in the charity / Has a lot invested in the charity. 
3. Is not interested in the charity / Is very interested in the charity. 
4. Is giving a little to the charity / Is giving a lot to the charity. 
 
Cause Marketing (Congruency with Business) - Ellen, Mohr, and Webb (2000). 
The scale is composed of three, seven-point semantic differentials used to measure a person’s 
evaluation of the extent to which there is a reasonable relationship between an organisation 
and their involvement with a certain type of cause or charitable activity. Questions include: 
What do you think about <insert retailer> collecting <insert type of charity>? 
1. Does not make sense given their business / Makes sense given their business. 
2. Is not consistent with their business / Is consistent with their business. 
3. Is not related to what they sell / Is related to what they sell. 
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External congruency (Lee, Park, Rapert, and Newman 2012). 
External congruency was tested utilising two scales developed and validated by Lee at al., 
(2012) for measuring consumer lifestyle and values with CSR activity. Perceived consumers' 
value fit is operationalised as the perceived similarity between the consumers' values and 
company’s socially oriented activities.  The measure utilises five items answered on a 7-point 
Likert-type scale. Reliability is strong (α = .89). Questions included: 
1. Unimportant / Important (R) 
2. Means nothing to me / means a great deal to me (R) 
3. Personally relevant / personally irrelevant 
4. Doesn’t matter a great deal to me / matters a great deal (R) 
5. Of no concern to me / of much concern to me (R) 
 
Product Involvement: Consumer Involvement Profile (Laurent and Kapferer 1985). 
Product-class Involvement was measured with the Importance subscale of the Consumer 
Involvement Profile measure (Cronbach alpha of .80), with three items rated across a 7 point 
Likert scale anchored with strongly agree to strongly disagree. Questions included: 
1. Facial tissues are very important to me 1 2 3 4 5 6 7 
2. For me, facial tissues do not matter. 1 2 3 4 5 6 7 
3. Facial tissues are an important part of my life 1 2 3 4 5 6 7 
 
 
Demographic Data 
Demographic data will be gathered including; gender, age, income, employment status, and 
nationality. 
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Appendix J: Results Study 1 (Low Involvement Condition) 
 
Descriptive Statistics: Attitude to the company 
Dependent Variable:   Attit_To   
Condition Mean Std. Deviation N 
Control 12.5000 3.43673 46 
High Commit High Comms 15.3143 3.13717 70 
High Commit Low Comms 14.7692 2.67012 39 
Low Commit High Comms 15.4714 3.00589 70 
Low Commit Low Comms 13.8730 3.21535 63 
Total 14.5139 3.27058 288 
 
 
Descriptive Statistics: Purchase Intentions 
Dependent Variable:   PurIn_To   
Condition Mean Std. Deviation N 
Control 11.7826 3.61425 46 
High Commit High Comms 14.4714 3.54156 70 
High Commit Low Comms 14.7105 3.42414 38 
Low Commit High  Comms 14.3857 3.26729 70 
Low Commit Low Comms 13.2381 3.71880 63 
Total 13.7805 3.63317 287 
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Commitment Manipulation Check 
Descriptive Statistics 
Dependent Variable:   R_Q6aCommitted   
Commit Mean Std. Deviation N 
1.00 5.0752 1.52069 133 
2.00 5.4862 1.27377 109 
Total 5.2603 1.42677 242 
 
ANOVAa  
Model Sum of Squares df Mean Square F Sig. 
Partial Eta 
Squared 
1 Regression 10.122 1 10.122 5.056 .025b .144 
Residual 480.477 240 2.002    
Total 490.599 241     
a. Dependent Variable: R_Q6aCommitted 
b. Predictors: (Constant), Commit 
 
 
Communication Manipulation Check 
Descriptive Statistics 
Dependent Variable:   R_Q7aSpace   
Commun Mean Std. Deviation N 
1.00 2.7255 1.32124 102 
2.00 4.7214 1.28672 140 
Total 3.8802 1.63154 242 
 
Tests of Between-Subjects Effects  
Dependent Variable:   R_Comms_MC    
Source Sum of Squares df Mean Square F Sig. 
Partial Eta 
Squared 
Corrected Model 235.075a 1 235.075 138.807 .000 .366 
Intercept 3272.398 1 3272.398 1932.283 .000 .890 
Commun 235.075 1 235.075 138.807 .000 .366 
Error 406.449 240 1.694    
Total 4285.000 242     
Corrected Total 641.525 241     
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Difference between principle-based advertising compared to non-principle-based 
adverting on attitudes to the company. 
 
Dependent Variable:   Attit_To    
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Partial Eta 
Squared 
Corrected Model 324.009a 4 81.002 8.348 .000 .106 
Intercept 56342.544 1 56342.544 5806.742 .000 .954 
Condition 324.009 4 81.002 8.348 .000 .106 
Error 2745.936 283 9.703    
Total 63738.000 288     
Corrected Total 3069.944 287     
a. R Squared = .106 (Adjusted R Squared = .093) 
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Post Hoc Tests: Multiple Comparisons (Attitude to the company) 
Dependent Variable:   Attit_To    
LSD    
(I) Condition (J) Condition 
Mean 
Difference 
Std. 
Error Sig. 
95% 
Confidence 
Interval 
95% 
Confidence 
Interval 
Lower 
Bound 
Upper 
Bound 
Control High Commit High Comms -2.8143* .59123 .000 -3.9780 -1.6505 
High Commit  Low Comms -2.2692* .67803 .001 -3.6039 -.9346 
Low Commit  High Comms -2.9714* .59123 .000 -4.1352 -1.8077 
Low Commit  Low Comms -1.3730* .60411 .024 -2.5621 -.1839 
High Commit  
High Comms 
Control 2.8143* .59123 .000 1.6505 3.9780 
High Commit Low Comms .5451 .62242 .382 -.6801 1.7702 
Low Commit  High Comms -.1571 .52652 .766 -1.1935 .8793 
Low Commit  Low Comms 1.4413* .54095 .008 .3765 2.5061 
High Commit  
Low Comms 
Control 2.2692* .67803 .001 .9346 3.6039 
High Commit  High Comms -.5451 .62242 .382 -1.7702 .6801 
Low Commit  High Comms -.7022 .62242 .260 -1.9274 .5230 
Low Commit  Low Comms .8962 .63467 .159 -.3531 2.1455 
Low Commit  
High Comms 
Control 2.9714* .59123 .000 1.8077 4.1352 
High Commit  High Comms .1571 .52652 .766 -.8793 1.1935 
High Commit  Low Comms .7022 .62242 .260 -.5230 1.9274 
Low Commit  Low Comms 1.5984* .54095 .003 .5336 2.6632 
Low Commit  
Low Comms 
Control 1.3730* .60411 .024 .1839 2.5621 
High Commit  High Comms -1.4413* .54095 .008 -2.5061 -.3765 
High Commit  Low Comms -.8962 .63467 .159 -2.1455 .3531 
Low Commit  High Comms -1.5984* .54095 .003 -2.6632 -.5336 
       
Based on observed means. 
 The error term is Mean Square(Error) = 9.703. 
*. The mean difference is significant at the .05 level. 
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Difference between principle-based advertising compared to non-principle-based 
adverting on purchase intentions. 
 
Dependent Variable:   PurIn_To    
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Partial Eta 
Squared 
Corrected Model 294.072a 4 73.518 5.956 .000 .078 
Intercept 50858.349 1 50858.349 4119.979 .000 .936 
Condition 294.072 4 73.518 5.956 .000 .078 
Error 3481.099 282 12.344    
Total 58277.000 287     
Corrected Total 3775.171 286     
a. R Squared = .078 (Adjusted R Squared = .065) 
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Post Hoc Tests: Multiple Comparisons (Purchase Intentions) 
Dependent Variable:   Attit_To    
LSD    
(I) Condition (J) Condition 
Mean 
Difference 
Std. 
Error Sig. 
95% 
Confidence 
Interval 
95% 
Confidence 
Interval 
Lower 
Bound 
Upper 
Bound 
Control High Commit  High Comms -2.6888* .66686 .000 -4.0015 -1.3762 
High Commit  Low Comms -2.9279* .77020 .000 -4.4440 -1.4119 
Low Commit  High Comms -2.6031* .66686 .000 -3.9158 -1.2905 
Low Commit  Low Comms -1.4555* .68139 .034 -2.7967 -.1142 
High Commit  
High Comms 
Control 2.6888* .66686 .000 1.3762 4.0015 
High Commit  Low Comms -.2391 .70795 .736 -1.6326 1.1544 
Low Commit  High Comms .0857 .59388 .885 -1.0833 1.2547 
Low Commit  Low Comms 1.2333* .61015 .044 .0323 2.4344 
High Commit  
Low Comms 
Control 2.9279* .77020 .000 1.4119 4.4440 
High Commit  High Comms .2391 .70795 .736 -1.1544 1.6326 
Low Commit  High Comms .3248 .70795 .647 -1.0687 1.7184 
Low Commit  Low Comms 1.4724* .72166 .042 .0519 2.8930 
Low Commit  
High Comms 
Control 2.6031* .66686 .000 1.2905 3.9158 
High Commit  High Comms -.0857 .59388 .885 -1.2547 1.0833 
High Commit  Low Comms -.3248 .70795 .647 -1.7184 1.0687 
Low Commit  Low Comms 1.1476 .61015 .061 -.0534 2.3487 
Low Commit  
Low Comms 
Control 1.4555* .68139 .034 .1142 2.7967 
High Commit  
High Comms 
-1.2333* .61015 .044 -2.4344 -.0323 
High Commit  Low Comms -1.4724* .72166 .042 -2.8930 -.0519 
Low Commit  High Comms -1.1476 .61015 .061 -2.3487 .0534 
Based on observed means. 
 The error term is Mean Square(Error) = 9.703. 
*. The mean difference is significant at the .05 level. 
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Mediation of cognisance on the relationship between firm commitment and attitudes to 
the firm.  
 
Model = 4 
    Y = Attit_To 
    X = Commit 
    M = Cog_Tot 
 
Sample size 
        242 
************************************************************************** 
Outcome: Cog_Tot 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .261      .068    18.790    17.551     1.000   240.000      .000 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant    15.518      .859    18.070      .000    13.827    17.210 
Commit       2.346      .560     4.189      .000     1.243     3.450 
************************************************************************** 
Outcome: Attit_To 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .368      .135     8.383    18.664     2.000   239.000      .000 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant    10.286      .881    11.672      .000     8.550    12.022 
Cog_Tot       .259      .043     6.013      .000      .174      .344 
Commit       -.203      .388     -.525      .600     -.967      .560 
 
************************** TOTAL EFFECT MODEL **************************** 
Outcome: Attit_To 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .065      .004     9.611     1.022     1.000   240.000      .313 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant    14.309      .614    23.298      .000    13.099    15.519 
Commit        .405      .401     1.011      .313     -.384     1.194 
 
***************** TOTAL, DIRECT, AND INDIRECT EFFECTS ******************** 
 
Total effect of X on Y 
    Effect        SE         t         p      LLCI      ULCI 
      .405      .401     1.011      .313     -.384     1.194 
 
Direct effect of X on Y 
    Effect        SE         t         p      LLCI      ULCI 
     -.203      .388     -.525      .600     -.967      .560 
 
Indirect effect of X on Y 
           Effect   Boot SE  BootLLCI  BootULCI 
Cog_Tot      .608      .180      .307     1.017 
 
Normal theory tests for indirect effect 
    Effect        se         Z         p 
      .608      .179     3.406      .001 
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Mediation of cognisance on the relationship between firm commitment and purchase 
intentions.  
 
Model = 4 
    Y = PurIn_To 
    X = Commit 
    M = Cog_Tot 
 
Sample size 
        241 
 
************************************************************************** 
Outcome: Cog_Tot 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .256      .066    18.772    16.825     1.000   239.000      .000 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant    15.563      .859    18.111      .000    13.870    17.255 
Commit       2.302      .561     4.102      .000     1.196     3.408 
 
************************************************************************** 
Outcome: PurIn_To 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .353      .125    10.920    16.934     2.000   238.000      .000 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant     8.848     1.009     8.765      .000     6.859    10.836 
Cog_Tot       .275      .049     5.576      .000      .178      .372 
Commit        .080      .443      .181      .856     -.792      .953 
 
************************** TOTAL EFFECT MODEL **************************** 
Outcome: PurIn_To 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .101      .010    12.294     2.468     1.000   239.000      .118 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant    13.129      .695    18.879      .000    11.759    14.499 
Commit        .713      .454     1.571      .118     -.181     1.608 
 
***************** TOTAL, DIRECT, AND INDIRECT EFFECTS ******************** 
 
Total effect of X on Y 
    Effect        SE         t         p      LLCI      ULCI 
      .713      .454     1.571      .118     -.181     1.608 
 
Direct effect of X on Y 
    Effect        SE         t         p      LLCI      ULCI 
      .080      .443      .181      .856     -.792      .953 
 
Indirect effect of X on Y 
           Effect   Boot SE  BootLLCI  BootULCI 
Cog_Tot      .633      .193      .307     1.082 
 
Normal theory tests for indirect effect 
    Effect        se         Z         p 
      .633      .194     3.270      .001 
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Moderating effect of communication on the relationship between commitment and 
cognisance. 
Model = 7 
    Y = PurIn_To 
    X = Commit 
    M = Cog_Tot 
    W = Commun 
 
Sample size 
        241 
 
************************************************************************** 
Outcome: Cog_Tot 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .315      .099    18.259     8.672     3.000   237.000      .000 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant    18.957      .277    68.344      .000    18.410    19.503 
Commit       2.171      .558     3.891      .000     1.072     3.270 
Commun       1.285      .563     2.284      .023      .177     2.394 
int_1       -2.010     1.137    -1.768      .078    -4.249      .229 
 
Product terms key: 
 
 int_1    Commit      X     Commun 
 
************************************************************************** 
Outcome: PurIn_To 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .353      .125    10.920    16.934     2.000   238.000      .000 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant     8.964      .956     9.374      .000     7.080    10.848 
Cog_Tot       .275      .049     5.576      .000      .178      .372 
Commit        .080      .443      .181      .856     -.792      .953 
 
******************** DIRECT AND INDIRECT EFFECTS ************************* 
 
Direct effect of X on Y 
    Effect        SE         t         p      LLCI      ULCI 
      .080      .443      .181      .856     -.792      .953 
 
Conditional indirect effect(s) of X on Y at values of the moderator(s): 
 
Mediator 
           Commun    Effect   Boot SE  BootLLCI  BootULCI 
Cog_Tot     -.581      .918      .329      .374     1.681 
Cog_Tot      .419      .365      .200      .033      .834 
 
******************** INDEX OF MODERATED MEDIATION ************************ 
 
Mediator 
            Index  SE(Boot)  BootLLCI  BootULCI 
Cog_Tot     -.553      .353    -1.367      .046 
 
When the moderator is dichotomous, this is a test of equality of the 
conditional indirect effects in the two groups. 
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Direct effects of internal congruence on cognisance. 
Model Summary 
Model 
R R Square 
Adjusted R 
Square 
Std. Error of 
the Estimate 
Change Statistics 
R Square 
Change F Change df1 df2 
Sig. F 
Change 
1 .187a .035 .031 4.39758 .035 8.648 1 239 .004 
a. Predictors: (Constant), ConIn_To 
 
Internal congruence on attitudes after controlling for cognisance (attitudes) 
Model Summary    
Model R R Square 
Adjusted R 
Square 
Std. Error of 
the Estimate 
Change Statistics    
R Square 
Change F Change df1 df2 
Sig. F 
Change 
1 .366a .134 .130 2.89664 .134 36.930 1 239 .000 
2 .379b .144 .137 2.88583 .010 2.793 1 238 .096 
a. Dependent Variable: Attit_To 
b. Predictors: (Constant), Cog_Tot 
c. Predictors: (Constant), Cog_Tot, ConIn_To 
 
Coefficientsa   
Model 
Unstandardised Coefficients 
Standardised 
Coefficients 
t Sig. 
  
B Std. Error Beta Partial Part 
1 (Constant) 10.087 .812  12.415    
Cog_Tot .254 .042 .366 6.077 .366 .366 .366 
2 (Constant) 8.656 1.178  7.347    
Cog_Tot .241 .042 .347 5.680 .346 .341 .341 
ConIn_To .100 .060 .102 1.671 .108 .100 .100 
 
Internal congruence on attitudes after controlling for cognisance (purchase) 
Model Summary    
Model R R Square 
Adjusted R 
Square 
Std. Error of 
the Estimate 
Change Statistics    
R Square 
Change F Change df1 df2 
Sig. F 
Change 
1 .359a .129 .125 3.29367 .129 35.223 1 238 .000 
2 .359b .129 .122 3.30053 .000 .012 1 237 .912 
a. Dependent Variable: PurIn_To 
b. Predictors: (Constant), Cog_Tot 
c. Predictors: (Constant), Cog_Tot, ConIn_To 
 
Coefficientsa   
Model 
Unstandardised Coefficients 
Standardised 
Coefficients 
t Sig. 
  
B Std. Error Beta Partial Part 
1 (Constant) 8.821 .926  9.524 .000   
Cog_Tot .284 .048 .359 5.935 .000 .359 .359 
2 (Constant) 8.929 1.348  6.625 .000   
Cog_Tot .285 .049 .360 5.837 .000 .355 .354 
ConIn_To -.008 .068 -.007 -.111 .912 -.007 -.007 
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Hypothesis 6a: direct effects of external congruence on attitudes to the company. 
Model Summary 
Model R 
R 
Square 
Adjusted R 
Square 
Std. Error 
of the 
Estimate 
Change Statistics 
R Square 
Change 
F 
Change df1 df2 
Sig. F 
Change 
1 .179a .032 .028 3.05677 .032 7.908 1 240 .005 
a. Predictors: (Constant), ConEx_To 
 
 
Hypothesis 6b: direct effects of external congruence on purchase intentions. 
Model Summary 
Model R 
R 
Square 
Adjusted R 
Square 
Std. Error 
of the 
Estimate 
Change Statistics 
R Square 
Change 
F 
Change df1 df2 
Sig. F 
Change 
1 .128a .016 .012 3.49527 .016 3.998 1 239 .047 
a. Predictors: (Constant), ConEx_To 
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Appendix K: Results Study 2 (Medium Involvement Condition) 
 
Descriptive Statistics: Attitude to company 
Dependent Variable:   Attit_To   
Condition Mean Std. Deviation N 
Control 11.9524 2.58469 42 
Low Commitment Low Communication 13.6667 3.31927 39 
Low Commitment High Communication 14.7059 2.98861 51 
High Commitment Low Communication 17.0784 2.65212 51 
High Commitment High Communication 16.4286 3.03229 56 
Total 14.9623 3.42670 239 
 
Descriptive Statistics: Purchase intentions 
Dependent Variable:   PurIn_To   
Condition Mean Std. Deviation N 
Control 11.0238 3.13507 42 
Low Committment Low Communication 13.4103 3.66145 39 
Low Committment High Communication 14.5294 3.44878 51 
High Committment Low Communication 16.2549 1.64734 51 
High Committment High Communication 16.7321 2.63191 56 
Total 14.6151 3.55662 239 
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Commitment Manipulation Check 
Descriptive Statistics 
Dependent Variable:   R_Q6aCommitted   
Commit Mean Std. Deviation N 
Low Commitment 4.8444 1.47573 90 
High Commitment 5.6075 1.02568 107 
Total 5.2589 1.30501 197 
 
Tests of Between-Subjects Effects 
Dependent Variable:   R_Q6aCommitted   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 28.461a 1 28.461 18.176 .000 
Intercept 5340.136 1 5340.136 3410.425 .000 
Commit 28.461 1 28.461 18.176 .000 
Error 305.336 195 1.566   
Total 5782.000 197    
Corrected Total 333.797 196    
a. R Squared = .085 (Adjusted R Squared = .081) 
 
 
Communication Manipulation Check 
Descriptive Statistics 
Dependent Variable:   R_Q7aSpace   
Commun Mean Std. Deviation N 
1.00 2.3333 1.45340 90 
2.00 5.0748 1.23396 107 
Total 3.8223 1.91234 197 
 
Tests of Between-Subjects Effects 
Dependent Variable:   R_Comms_MC   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 367.380a 1 367.380 205.033 .000 
Intercept 2682.710 1 2682.710 1497.211 .000 
Commun 367.380 1 367.380 205.033 .000 
Error 349.402 195 1.792   
Total 3595.000 197    
Corrected Total 716.782 196    
a. R Squared = .513 (Adjusted R Squared = .510) 
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Difference between principle-based advertising compared to non-principle-based 
adverting on attitudes to the company. 
 
Tests of Between-Subjects Effects: Attitudes to the company  
Dependent Variable:   Attit_To    
Source 
Type III Sum 
of Squares df Mean Square F Sig. 
Partial Eta 
Squared 
Corrected Model 798.101a 4 199.525 23.385 .000 .286 
Intercept 51173.314 1 51173.314 5997.593 .000 .962 
Condition 798.101 4 199.525 23.385 .000 .286 
Error 1996.560 234 8.532    
Total 56300.000 239     
Corrected Total 2794.661 238     
a. R Squared = .286 (Adjusted R Squared = .273) 
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Post Hoc Tests: Multiple Comparisons (Attitude to the company) 
Dependent Variable:   Attit_To    
LSD    
(I) Condition (J) Condition 
Mean 
Difference 
Std. 
Error Sig. 
95% 
Confidence 
Interval 
95% 
Confidence 
Interval 
Lower 
Bound 
Upper 
Bound 
Control Low Commit  Low Comms -1.7143* .64956 .009 -2.9940 -.4346 
Low Commit High Comms -2.7535* .60865 .000 -3.9526 -1.5544 
High Commit Low Comms -5.1261* .60865 .000 -6.3252 -3.9269 
High Commit High Comms -4.4762* .59625 .000 -5.6509 -3.3015 
Low Commit 
Low Comms 
Control 1.7143* .64956 .009 .4346 2.9940 
Low Commit High Comms -1.0392 .62135 .096 -2.2634 .1849 
High Commit Low Comms -3.4118* .62135 .000 -4.6359 -2.1876 
High Commit High Comms -2.7619* .60921 .000 -3.9621 -1.5617 
Low Commit  
High Comms 
Control 2.7535* .60865 .000 1.5544 3.9526 
Low Commit Low Comms 1.0392 .62135 .096 -.1849 2.2634 
High Commit Low Comms -2.3725* .57845 .000 -3.5122 -1.2329 
High Commit High Comms -1.7227* .56539 .003 -2.8366 -.6088 
High Commit 
Low Comms 
Control 5.1261* .60865 .000 3.9269 6.3252 
Low Commit Low Comms 3.4118* .62135 .000 2.1876 4.6359 
Low Commit High Comms 2.3725* .57845 .000 1.2329 3.5122 
High Commit High Comms .6499 .56539 .252 -.4640 1.7638 
High Commit 
High Comms 
Control 4.4762* .59625 .000 3.3015 5.6509 
Low Commit Low Comms 2.7619* .60921 .000 1.5617 3.9621 
Low Commit High Comms 1.7227* .56539 .003 .6088 2.8366 
High Commit Low Comms -.6499 .56539 .252 -1.7638 .4640 
Based on observed means. 
 The error term is Mean Square(Error) = 8.532. 
*. The mean difference is significant at the .05 level. 
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Difference between principle-based advertising compared to non-principle-based 
adverting on purchase intentions. 
 
Tests of Between-Subjects Effects: Purchase Intentions  
Dependent Variable:   PurIn_To    
Source 
Type III Sum 
of Squares df Mean Square F Sig. 
Partial Eta 
Squared 
Corrected Model 986.799a 4 246.700 28.525 .000 .328 
Intercept 48598.512 1 48598.512 5619.196 .000 .960 
Condition 986.799 4 246.700 28.525 .000 .328 
Error 2023.786 234 8.649    
Total 54061.000 239     
Corrected Total 3010.586 238     
a. R Squared = .328 (Adjusted R Squared = .316) 
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Post Hoc Tests: Multiple Comparisons (Purchase intentions) 
Multiple Comparisons: Purchase Intentions  
Dependent Variable:   PurIn_To    
LSD    
(I) Condition (J) Condition 
Mean 
Difference 
(I-J) 
Std. 
Error Sig. 
95% 
Confidence 
Interval 
95% 
Confidence 
Interval 
Lower 
Bound 
Upper 
Bound 
Control Low Commit  Low Comms -2.3864* .65397 .000 -3.6749 -1.0980 
Low Commit High Comms -3.5056* .61278 .000 -4.7129 -2.2983 
High Commit Low Comms -5.2311* .61278 .000 -6.4384 -4.0238 
High Commit High Comms -5.7083* .60030 .000 -6.8910 -4.5256 
Low Commit 
Low Comms 
Control 2.3864* .65397 .000 1.0980 3.6749 
Low Commit High Comms -1.1192 .62557 .075 -2.3516 .1133 
High Commit Low Comms -2.8446* .62557 .000 -4.0771 -1.6122 
High Commit High Comms -3.3219* .61335 .000 -4.5303 -2.1135 
Low Commit  
High Comms 
Control 3.5056* .61278 .000 2.2983 4.7129 
Low Commit Low Comms 1.1192 .62557 .075 -.1133 2.3516 
High Commit Low Comms -1.7255* .58238 .003 -2.8729 -.5781 
High Commit High Comms -2.2027* .56923 .000 -3.3242 -1.0813 
High Commit 
Low Comms 
Control 5.2311* .61278 .000 4.0238 6.4384 
Low Commit Low Comms 2.8446* .62557 .000 1.6122 4.0771 
Low Commit High Comms 1.7255* .58238 .003 .5781 2.8729 
High Commit High Comms -.4772 .56923 .403 -1.5987 .6442 
High Commit 
High Comms 
Control 5.7083* .60030 .000 4.5256 6.8910 
Low Commit Low Comms 3.3219* .61335 .000 2.1135 4.5303 
Low Commit High Comms 2.2027* .56923 .000 1.0813 3.3242 
High Commit Low Comms .4772 .56923 .403 -.6442 1.5987 
Based on observed means. 
 The error term is Mean Square(Error) = 8.649. 
*. The mean difference is significant at the .05 level. 
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Mediation of cognisance on the relationship between firm commitment and attitudes to 
the firm.  
 
Model = 4 
    Y = Attit_To 
    X = Commit 
    M = Cog_Tot 
 
Sample size 
        197 
************************************************************************** 
Outcome: Cog_Tot 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .4605      .2120    16.8152    52.4671     1.0000   195.0000      .0000 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant    13.7184      .9510    14.4245      .0000    11.8427    15.5940 
Commit       4.2483      .5865     7.2434      .0000     3.0916     5.4050 
 
************************************************************************** 
Outcome: Attit_To 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .4326      .1871     8.6279    22.3295     2.0000   194.0000      .0000 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant     9.5772      .9794     9.7783      .0000     7.6455    11.5089 
Cog_Tot       .1600      .0513     3.1201      .0021      .0589      .2612 
Commit       1.8028      .4733     3.8093      .0002      .8694     2.7363 
 
************************** TOTAL EFFECT MODEL **************************** 
Outcome: Attit_To 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .3825      .1463     9.0143    33.4269     1.0000   195.0000      .0000 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant    11.7728      .6963    16.9068      .0000    10.3995    13.1461 
Commit       2.4828      .4294     5.7816      .0000     1.6358     3.3297 
 
***************** TOTAL, DIRECT, AND INDIRECT EFFECTS ******************** 
Total effect of X on Y 
     Effect         SE          t          p       LLCI       ULCI 
     2.4828      .4294     5.7816      .0000     1.6358     3.3297 
Direct effect of X on Y 
     Effect         SE          t          p       LLCI       ULCI 
     1.8028      .4733     3.8093      .0002      .8694     2.7363 
 
Indirect effect of X on Y 
            Effect    Boot SE   BootLLCI   BootULCI 
Cog_Tot      .6799      .2353      .2614     1.1862 
 
Normal theory tests for indirect effect 
     Effect         se          Z          p 
      .6799      .2392     2.8428      .0045 
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Mediation of cognisance on the relationship between firm commitment and purchase 
intentions.  
 
Model = 4 
    Y = PurIn_To 
    X = Commit 
    M = Cog_Tot 
Sample size 
        197 
************************************************************************** 
Outcome: Cog_Tot 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .4605      .2120    16.8152    52.4671     1.0000   195.0000      .0000 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant    13.7184      .9510    14.4245      .0000    11.8427    15.5940 
Commit       4.2483      .5865     7.2434      .0000     3.0916     5.4050 
 
************************************************************************** 
Outcome: PurIn_To 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .4472      .2000     8.0436    24.2427     2.0000   194.0000      .0000 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant     9.2600      .9457     9.7919      .0000     7.3949    11.1252 
Cog_Tot       .1694      .0495     3.4207      .0008      .0717      .2671 
Commit       1.7405      .4570     3.8088      .0002      .8392     2.6417 
 
************************** TOTAL EFFECT MODEL **************************** 
Outcome: PurIn_To 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .3895      .1517     8.4850    34.8707     1.0000   195.0000      .0000 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant    11.5842      .6756    17.1471      .0000    10.2518    12.9166 
Commit       2.4602      .4166     5.9051      .0000     1.6386     3.2819 
 
***************** TOTAL, DIRECT, AND INDIRECT EFFECTS ******************** 
 
Total effect of X on Y 
     Effect         SE          t          p       LLCI       ULCI 
     2.4602      .4166     5.9051      .0000     1.6386     3.2819 
Direct effect of X on Y 
     Effect         SE          t          p       LLCI       ULCI 
     1.7405      .4570     3.8088      .0002      .8392     2.6417 
Indirect effect of X on Y 
            Effect    Boot SE   BootLLCI   BootULCI 
Cog_Tot      .7198      .2118      .3549     1.1992 
 
Normal theory tests for indirect effect 
     Effect         se          Z          p 
      .7198      .2345     3.0693      .0021 
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Moderating effect of communication on the relationship between commitment and 
cognisance (Attitudes). 
 
Model = 7 
    Y = Attit_To 
    X = Commit 
    M = Cog_Tot 
    W = Commun 
Sample size 
        197 
************************************************************************** 
Outcome: Cog_Tot 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .4938      .2439    16.3030    20.7473     3.0000   193.0000      .0000 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant    20.2393      .2879    70.2890      .0000    19.6714    20.8072 
Commit       4.2757      .5781     7.3967      .0000     3.1356     5.4159 
Commun        .3542      .5781      .6127      .5408     -.7860     1.4943 
int_1       -3.2385     1.1612    -2.7888      .0058    -5.5288     -.9481 
 
Product terms key: 
 
 int_1    Commit      X     Commun 
 
************************************************************************** 
Outcome: Attit_To 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .4326      .1871     8.6279    22.3295     2.0000   194.0000      .0000 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant    12.3593     1.0608    11.6506      .0000    10.2670    14.4515 
Cog_Tot       .1600      .0513     3.1201      .0021      .0589      .2612 
Commit       1.8028      .4733     3.8093      .0002      .8694     2.7363 
 
******************** DIRECT AND INDIRECT EFFECTS ************************* 
Direct effect of X on Y 
     Effect         SE          t          p       LLCI       ULCI 
     1.8028      .4733     3.8093      .0002      .8694     2.7363 
 
Conditional indirect effect(s) of X on Y at values of the moderator(s): 
 
Mediator 
            Commun     Effect    Boot SE   BootLLCI   BootULCI 
Cog_Tot     -.5431      .9658      .3535      .3514     1.7469 
Cog_Tot      .4569      .4475      .1950      .1590      .9845 
 
******************** INDEX OF MODERATED MEDIATION ************************ 
Mediator 
             Index   SE(Boot)   BootLLCI   BootULCI 
Cog_Tot     -.5183      .2728    -1.2308     -.1242 
 
When the moderator is dichotomous, this is a test of equality of the 
conditional indirect effects in the two groups. 
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Moderating effect of communication on the relationship between commitment and 
cognisance (Purchase Intention). 
Model = 7 
    Y = PurIn_To 
    X = Commit 
    M = Cog_Tot 
    W = Commun 
Sample size 
        197 
************************************************************************** 
Outcome: Cog_Tot 
Model Summary 
          R       R-sq        MSE          F        df1        df2          
p 
      .4938      .2439    16.3030    20.7473     3.0000   193.0000      
.0000 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant    20.2393      .2879    70.2890      .0000    19.6714    20.8072 
Commit       4.2757      .5781     7.3967      .0000     3.1356     5.4159 
Commun        .3542      .5781      .6127      .5408     -.7860     1.4943 
int_1       -3.2385     1.1612    -2.7888      .0058    -5.5288     -.9481 
 
Product terms key: 
 
 int_1    Commit      X     Commun 
 
************************************************************************** 
Outcome: PurIn_To 
Model Summary 
          R       R-sq        MSE          F        df1        df2          
p 
      .4472      .2000     8.0436    24.2427     2.0000   194.0000      
.0000 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant    11.9458     1.0243    11.6627      .0000     9.9257    13.9660 
Cog_Tot       .1694      .0495     3.4207      .0008      .0717      .2671 
Commit       1.7405      .4570     3.8088      .0002      .8392     2.6417 
 
******************** DIRECT AND INDIRECT EFFECTS ************************* 
Direct effect of X on Y 
     Effect         SE          t          p       LLCI       ULCI 
     1.7405      .4570     3.8088      .0002      .8392     2.6417 
 
Conditional indirect effect(s) of X on Y at values of the moderator(s): 
 
Mediator 
            Commun     Effect    Boot SE   BootLLCI   BootULCI 
Cog_Tot     -.5431     1.0224      .3204      .4662     1.7387 
Cog_Tot      .4569      .4737      .1789      .1873      .9109 
 
******************** INDEX OF MODERATED MEDIATION ************************ 
Mediator 
             Index   SE(Boot)   BootLLCI   BootULCI 
Cog_Tot     -.5487      .2724    -1.2218     -.1357 
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Moderating effect of communication on the relationship between commitment and 
cognisance at high levels of commitment. 
Model = 4 
    Y = Attit_To 
    X = Commit 
    M = Cog_Tot 
 
Sample size 
        107 
 
************************************************************************** 
Outcome: Cog_Tot 
 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .3142      .0987    18.1477    11.4999     1.0000   105.0000      .0010 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant    16.0861     1.3219    12.1690      .0000    13.4650    18.7072 
Commit       2.7962      .8246     3.3912      .0010     1.1613     4.4312 
 
************************************************************************** 
Outcome: Attit_To 
 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .4117      .1695     8.2369    10.6153     2.0000   104.0000      .0001 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant     9.3789     1.3826     6.7834      .0000     6.6371    12.1207 
Cog_Tot       .2241      .0657     3.4079      .0009      .0937      .3544 
Commit       1.0962      .5851     1.8733      .0638     -.0642     2.2565 
 
************************** TOTAL EFFECT MODEL **************************** 
Outcome: Attit_To 
 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .2771      .0768     9.0695     8.7338     1.0000   105.0000      .0039 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant    12.9832      .9345    13.8932      .0000    11.1302    14.8361 
Commit       1.7227      .5829     2.9553      .0039      .5669     2.8785 
 
***************** TOTAL, DIRECT, AND INDIRECT EFFECTS ******************** 
 
Total effect of X on Y 
     Effect         SE          t          p       LLCI       ULCI 
     1.7227      .5829     2.9553      .0039      .5669     2.8785 
 
Direct effect of X on Y 
     Effect         SE          t          p       LLCI       ULCI 
     1.0962      .5851     1.8733      .0638     -.0642     2.2565 
 
Indirect effect of X on Y 
            Effect    Boot SE   BootLLCI   BootULCI 
Cog_Tot      .6265      .2574      .2272     1.2684 
 
Normal theory tests for indirect effect 
     Effect         se          Z          p 
      .6265      .2662     2.3534      .0186 
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Moderating effect of communication on the relationship between commitment and 
cognisance at low levels of commitment. 
Model = 4 
    Y = Attit_To 
    X = Commit 
    M = Cog_Tot 
 
Sample size 
         90 
 
************************************************************************** 
Outcome: Cog_Tot 
 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .6272      .3934    14.1018    57.0724     1.0000    88.0000      .0000 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant    10.7345     1.3126     8.1782      .0000     8.1261    13.3430 
Commit       6.0347      .7988     7.5546      .0000     4.4472     7.6222 
 
************************************************************************** 
Outcome: Attit_To 
 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .5010      .2510     8.8464    14.5800     2.0000    87.0000      .0000 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant     9.9973     1.3792     7.2485      .0000     7.2559    12.7386 
Cog_Tot       .0240      .0844      .2843      .7769     -.1438      .1918 
Commit       3.2669      .8123     4.0216      .0001     1.6523     4.8815 
 
************************** TOTAL EFFECT MODEL **************************** 
Outcome: Attit_To 
 
Model Summary 
          R       R-sq        MSE          F        df1        df2          p 
      .5003      .2503     8.7540    29.3862     1.0000    88.0000      .0000 
 
Model 
              coeff         se          t          p       LLCI       ULCI 
constant    10.2549     1.0342     9.9161      .0000     8.1997    12.3101 
Commit       3.4118      .6294     5.4209      .0000     2.1610     4.6625 
 
***************** TOTAL, DIRECT, AND INDIRECT EFFECTS ******************** 
 
Total effect of X on Y 
     Effect         SE          t          p       LLCI       ULCI 
     3.4118      .6294     5.4209      .0000     2.1610     4.6625 
 
Direct effect of X on Y 
     Effect         SE          t          p       LLCI       ULCI 
     3.2669      .8123     4.0216      .0001     1.6523     4.8815 
 
Indirect effect of X on Y 
            Effect    Boot SE   BootLLCI   BootULCI 
Cog_Tot      .1448      .5530     -.8942     1.3120 
 
Normal theory tests for indirect effect 
     Effect         se          Z          p 
      .1448      .5143      .2816      .7782 
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Direct effects of internal congruence on cognisance. 
Model Summary 
Model 
R R Square 
Adjusted R 
Square 
Std. Error of 
the Estimate 
Change Statistics 
R Square 
Change F Change df1 df2 
Sig. F 
Change 
1 .103a .011 .005 4.59500 .011 2.082 1 195 .151 
a. Predictors: (Constant), ConIn_To 
 
Internal congruence on attitudes after controlling for cognisance (attitudes) 
Model Summary    
Model R R Square 
Adjusted R 
Square 
Std. Error of 
the Estimate 
Change Statistics    
R Square 
Change F Change df1 df2 
Sig. F 
Change 
1 .355a .126 .122 3.03738 .126 28.195 1 195 .000 
2 .381b .145 .136 3.01229 .019 4.261 1 194 .040 
a. Dependent Variable: Attit_To 
b. Predictors: (Constant), Cog_Tot 
c. Predictors: (Constant), Cog_Tot, ConIn_To 
 
Coefficientsa   
Model 
Unstandardised Coefficients 
Standardised 
Coefficients 
t Sig. 
  
B Std. Error Beta Partial Part 
1 (Constant) 10.535 .979  10.763 .000   
Cog_Tot .250 .047 .355 5.310 .000 .355 .355 
2 (Constant) 8.374 1.428  5.865 .000   
Cog_Tot .240 .047 .341 5.114 .000 .345 .339 
ConIn_To .141 .068 .138 2.064 .040 .147 .137 
 
Internal congruence on attitudes after controlling for cognisance (purchase) 
Model Summary    
Model R R Square 
Adjusted R 
Square 
Std. Error of 
the Estimate 
Change Statistics    
R Square 
Change F Change df1 df2 
Sig. F 
Change 
1 .374a .140 .136 2.93270 .140 31.778 1 195 .000 
2 .378b .143 .134 2.93617 .002 .539 1 194 .464 
a. Dependent Variable: PurIn_To 
b. Predictors: (Constant), Cog_Tot 
c. Predictors: (Constant), Cog_Tot, ConIn_To 
 
Coefficientsa   
Model 
Unstandardised Coefficients 
Standardised 
Coefficients 
t Sig. 
  
B Std. Error Beta Partial Part 
1 (Constant) 10.185 .945  10.776 .000   
Cog_Tot .256 .045 .374 5.637 .000 .374 .374 
2 (Constant) 9.435 1.392  6.780 .000   
Cog_Tot .253 .046 .369 5.525 .000 .369 .367 
ConIn_To .049 .066 .049 .734 .464 .053 .049 
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Direct effects of external congruence on attitudes to the company. 
Model Summary    
Model R R Square 
Adjusted R 
Square 
Std. Error of 
the Estimate 
Change Statistics    
R Square 
Change F Change df1 df2 
Sig. F 
Change 
1 .240a .057 .053 3.15481 .057 11.888 1 195 .001 
a. Dependent Variable: Attit_To 
b. Predictors: (Constant), ConEx_To 
 
Direct effects of external congruence on purchase intentions. 
Model Summary    
Model R R Square 
Adjusted R 
Square 
Std. Error of 
the Estimate 
Change Statistics    
R Square 
Change F Change df1 df2 
Sig. F 
Change 
1 .252a .063 .059 3.06080 .063 13.192 1 195 .000 
a. Dependent Variable: PurIn_To 
b. Predictors: (Constant), ConEx_To 
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Appendix L: Results Study 3 (High Involvement Condition) 
 
Commitment Manipulation Check 
Descriptive Statistics 
Dependent Variable:   Q6a) Committed   
Commit Mean Std. Deviation N 
1.00 4.52 1.506 124 
2.00 5.64 1.125 117 
Total 5.07 1.445 241 
 
Tests of Between-Subjects Effects 
Dependent Variable:   Q6a) Committed   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 75.087a 1 75.087 42.141 .000 
Intercept 6220.481 1 6220.481 3491.120 .000 
Commit 75.087 1 75.087 42.141 .000 
Error 425.850 239 1.782   
Total 6687.000 241    
Corrected Total 500.938 240    
 
 
Communication Manipulation Check 
Descriptive Statistics 
Dependent Variable:   Q7a) Space   
Commun Mean Std. Deviation N 
Low Commun 3.28 1.689 115 
High Commun 5.07 1.188 126 
Total 4.22 1.701 241 
 
Tests of Between-Subjects Effects 
Dependent Variable:   Q7a) Space   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 193.327a 1 193.327 92.143 .000 
Intercept 4191.717 1 4191.717 1997.836 .000 
Commun 193.327 1 193.327 92.143 .000 
Error 501.453 239 2.098   
Total 4978.000 241    
Corrected Total 694.780 240    
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Difference between principle-based advertising compared to non-principle-based 
adverting on attitudes to the company. 
 
Tests of Between-Subjects Effects 
Dependent Variable:   Att_To3   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Partial Eta 
Squared 
Corrected Model 567.580a 4 141.895 13.540 .000 .156 
Intercept 61528.851 1 61528.851 5871.205 .000 .952 
Condition 567.580 4 141.895 13.540 .000 .156 
Error 3070.571 293 10.480    
Total 65253.000 298     
Corrected Total 3638.151 297     
a. R Squared = .156 (Adjusted R Squared = .144) 
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Post Hoc Tests: Multiple Comparisons (Attitude to the company) 
Dependent Variable:   Att_To3   
LSD   
(I) 
Condition (J) Condition 
Mean 
Difference 
(I-J) 
Std. 
Error Sig. 
95% Confidence 
Interval 
Lower 
Bound 
Upper 
Bound 
Control Low Commit  Low Comms -1.1966* .60377 .048 -2.3849 -.0083 
Low Commit High Comms -.9187 .58535 .118 -2.0707 .2334 
High Commit Low Comms -3.4035* .60639 .000 -4.5969 -2.2101 
High Commit High Comms -3.4535* .59876 .000 -4.6319 -2.2751 
Low Commit 
Low Comms 
Control 1.1966* .60377 .048 .0083 2.3849 
Low Commit High Comms .2780 .58264 .634 -.8687 1.4246 
High Commit Low Comms -2.2069* .60377 .000 -3.3952 -1.0186 
High Commit High Comms -2.2569* .59611 .000 -3.4301 -1.0837 
Low Commit  
High Comms 
Control .9187 .58535 .118 -.2334 2.0707 
Low Commit Low Comms -.2780 .58264 .634 -1.4246 .8687 
High Commit Low Comms -2.4848* .58535 .000 -3.6369 -1.3328 
High Commit High Comms -2.5348* .57745 .000 -3.6713 -1.3984 
High 
Commit 
Low Comms 
Control 3.4035* .60639 .000 2.2101 4.5969 
Low Commit Low Comms 2.2069* .60377 .000 1.0186 3.3952 
Low Commit High Comms 2.4848* .58535 .000 1.3328 3.6369 
High Commit High Comms -.0500 .59876 .934 -1.2284 1.1284 
High 
Commit 
High Comms 
Control 3.4535* .59876 .000 2.2751 4.6319 
Low Commit Low Comms 2.2569* .59611 .000 1.0837 3.4301 
Low Commit High Comms 2.5348* .57745 .000 1.3984 3.6713 
High Commit Low Comms .0500 .59876 .934 -1.1284 1.2284 
Based on observed means. 
 The error term is Mean Square(Error) = 10.480. 
*. The mean difference is significant at the .05 level. 
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Difference between principle-based advertising compared to non-principle-based 
adverting on purchase intentions. 
 
Tests of Between-Subjects Effects 
Dependent Variable:   PurChaTo3   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Partial Eta 
Squared 
Corrected Model 457.618a 4 114.405 7.926 .000 .098 
Intercept 45802.461 1 45802.461 3173.162 .000 .915 
Condition 457.618 4 114.405 7.926 .000 .098 
Error 4229.258 293 14.434    
Total 50701.000 298     
Corrected Total 4686.876 297     
a. R Squared = .098 (Adjusted R Squared = .085) 
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Post Hoc Tests: Multiple Comparisons (Purchase intentions) 
Dependent Variable:   PurIn_To    
LSD    
(I) Condition (J) Condition 
Mean 
Difference 
(I-J) 
Std. 
Error Sig. 
95% 
Confidence 
Interval 
95% 
Confidence 
Interval 
Lower 
Bound 
Upper 
Bound 
Control Low Commit  Low Comms -1.8055* .70859 .011 -3.2001 -.4109 
Low Commit High Comms -2.0526* .68698 .003 -3.4047 -.7006 
High Commit Low Comms -3.3509* .71167 .000 -4.7515 -1.9503 
High Commit High Comms -3.4693* .70271 .000 -4.8523 -2.0863 
Low Commit 
Low Comms 
Control 1.8055* .70859 .011 .4109 3.2001 
Low Commit High Comms -.2471 .68379 .718 -1.5929 1.0986 
High Commit Low Comms -1.5454* .70859 .030 -2.9399 -.1508 
High Commit High Comms -1.6638* .69960 .018 -3.0407 -.2869 
Low Commit  
High Comms 
Control 2.0526* .68698 .003 .7006 3.4047 
Low Commit Low Comms .2471 .68379 .718 -1.0986 1.5929 
High Commit Low Comms -1.2982 .68698 .060 -2.6503 .0538 
High Commit High Comms -1.4167* .67770 .037 -2.7504 -.0829 
High Commit 
Low Comms 
Control 3.3509* .71167 .000 1.9503 4.7515 
Low Commit Low Comms 1.5454* .70859 .030 .1508 2.9399 
Low Commit High Comms 1.2982 .68698 .060 -.0538 2.6503 
High Commit High Comms -.1184 .70271 .866 -1.5014 1.2646 
High Commit 
High Comms 
Control 3.4693* .70271 .000 2.0863 4.8523 
Low Commit Low Comms 1.6638* .69960 .018 .2869 3.0407 
Low Commit High Comms 1.4167* .67770 .037 .0829 2.7504 
High Commit Low Comms .1184 .70271 .866 -1.2646 1.5014 
Based on observed means. 
 The error term is Mean Square(Error) = 14.434. 
*. The mean difference is significant at the .05 level. 
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Mediation of cognisance on the relationship between firm commitment and attitudes to 
the firm.  
 
Model = 4 
    Y = Att_To3 
    X = Commit 
    M = Cog_Leg 
 
Sample size 
        241 
 
************************************************************************** 
Outcome: Cog_Leg 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .588      .346    50.530   126.253     1.000   239.000      .000 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant    18.198     1.436    12.673      .000    15.369    21.026 
Commit      10.294      .916    11.236      .000     8.490    12.099 
 
************************************************************************** 
Outcome: Att_To3 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .531      .282     8.698    46.804     2.000   238.000      .000 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant     7.663      .770     9.947      .000     6.145     9.181 
Cog_Leg       .198      .027     7.375      .000      .145      .251 
Commit        .343      .470      .730      .466     -.583     1.269 
 
************************** TOTAL EFFECT MODEL **************************** 
Outcome: Att_To3 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .344      .118    10.641    32.057     1.000   239.000      .000 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant    11.265      .659    17.095      .000     9.967    12.563 
Commit       2.380      .420     5.662      .000     1.552     3.209 
 
***************** TOTAL, DIRECT, AND INDIRECT EFFECTS ******************** 
 
Total effect of X on Y 
    Effect        SE         t         p      LLCI      ULCI 
     2.380      .420     5.662      .000     1.552     3.209 
 
Direct effect of X on Y 
    Effect        SE         t         p      LLCI      ULCI 
      .343      .470      .730      .466     -.583     1.269 
 
Indirect effect of X on Y 
           Effect   Boot SE  BootLLCI  BootULCI 
Cog_Leg     2.038      .334     1.434     2.759 
 
Normal theory tests for indirect effect 
    Effect        se         Z         p 
     2.038      .331     6.149      .000 
 
203 
 
203 
 
Mediation of cognisance on the relationship between firm commitment and purchase 
intentions.  
 
Model = 4 
    Y = PuIn_To3 
    X = Commit 
    M = Cog_Leg 
 
Sample size 
        241 
 
************************************************************************** 
Outcome: Cog_Leg 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .588      .346    50.530   126.253     1.000   239.000      .000 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant    18.198     1.436    12.673      .000    15.369    21.026 
Commit      10.294      .916    11.236      .000     8.490    12.099 
 
************************************************************************** 
Outcome: PuIn_To3 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .366      .134    13.196    18.352     2.000   238.000      .000 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant     7.630      .949     8.041      .000     5.761     9.499 
Cog_Leg       .171      .033     5.175      .000      .106      .236 
Commit       -.287      .579     -.495      .621    -1.427      .854 
 
************************** TOTAL EFFECT MODEL **************************** 
Outcome: PuIn_To3 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .190      .036    14.619     8.953     1.000   239.000      .003 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant    10.743      .772    13.909      .000     9.222    12.265 
Commit       1.475      .493     2.992      .003      .504     2.445 
 
***************** TOTAL, DIRECT, AND INDIRECT EFFECTS ******************** 
 
Total effect of X on Y 
    Effect        SE         t         p      LLCI      ULCI 
     1.475      .493     2.992      .003      .504     2.445 
 
Direct effect of X on Y 
    Effect        SE         t         p      LLCI      ULCI 
     -.287      .579     -.495      .621    -1.427      .854 
 
Indirect effect of X on Y 
           Effect   Boot SE  BootLLCI  BootULCI 
Cog_Leg     1.761      .385     1.066     2.582 
 
Normal theory tests for indirect effect 
    Effect        se         Z         p 
     1.761      .376     4.685      .000 
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Moderating effect of communication on the relationship between commitment and 
cognisance. 
 
Model = 7 
    Y = Att_To3 
    X = Commit 
    M = Cog_Tot3 
    W = Commun 
 
Sample size 
        241 
 
************************************************************************** 
Outcome: Cog_Tot3 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .574      .329    20.472    38.765     3.000   237.000      .000 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant    19.256      .292    66.055      .000    18.681    19.830 
Commit       6.246      .583    10.710      .000     5.097     7.396 
Commun       -.292      .584     -.501      .617    -1.442      .858 
int_1       -1.209     1.168    -1.035      .302    -3.509     1.092 
 
Product terms key: 
 
 int_1    Commit      X     Commun 
 
************************************************************************** 
Outcome: Att_To3 
 
Model Summary 
         R      R-sq       MSE         F       df1       df2         p 
      .503      .253     9.059    40.200     2.000   238.000      .000 
 
Model 
             coeff        se         t         p      LLCI      ULCI 
constant     9.374      .852    10.999      .000     7.695    11.053 
Cog_Tot3      .282      .043     6.538      .000      .197      .367 
Commit        .619      .472     1.310      .191     -.312     1.549 
 
******************** DIRECT AND INDIRECT EFFECTS ************************* 
 
Direct effect of X on Y 
    Effect        SE         t         p      LLCI      ULCI 
      .619      .472     1.310      .191     -.312     1.549 
 
Conditional indirect effect(s) of X on Y at values of the moderator(s): 
 
Mediator 
            Commun    Effect   Boot SE  BootLLCI  BootULCI 
Cog_Tot3     -.523     1.938      .374     1.288     2.772 
Cog_Tot3      .477     1.597      .350      .998     2.375 
 
******************** INDEX OF MODERATED MEDIATION ************************ 
 
Mediator 
             Index  SE(Boot)  BootLLCI  BootULCI 
Cog_Tot3     -.341      .330    -1.032      .292 
 
When the moderator is dichotomous, this is a test of equality of the 
conditional indirect effects in the two groups. 
 
205 
 
205 
 
Direct effects of internal congruence on cognisance. 
Model Summary 
Model R R Square 
Adjusted R 
Square 
Std. Error of 
the Estimate 
Change Statistics 
R Square 
Change F Change df1 df2 
Sig. F 
Change 
1 .298a .089 .085 5.25163 .089 23.242 1 239 .000 
a. Predictors: (Constant), ConInTo3 
 
Internal congruence on attitudes after controlling for cognisance (attitudes) 
Model Summary    
Model R R Square 
Adjusted R 
Square 
Std. Error of 
the Estimate 
Change Statistics    
R Square 
Change F Change df1 df2 
Sig. F 
Change 
1 .497a .247 .244 3.01436 .247 78.448 1 239 .000 
2 .534b .285 .279 2.94353 .038 12.640 1 238 .000 
a. Dependent Variable: Att_To3 
b. Predictors: (Constant), Cog_Tot3 
c. Predictors: (Constant), Cog_Tot3, ConInTo3 
 
Coefficientsa   
Model 
Unstandardised Coefficients 
Standardised 
Coefficients 
t Sig. 
  
B Std. Error Beta Partial Part 
1 (Constant) 8.754 .710  12.333 .000   
Cog_Tot3 .314 .035 .497 8.857 .000 .497 .497 
2 (Constant) 6.574 .925  7.103 .000   
Cog_Tot3 .276 .036 .436 7.601 .000 .442 .417 
ConInTo3 .181 .051 .204 3.555 .000 .225 .195 
 
Internal congruence on attitudes after controlling for cognisance (purchase) 
Model Summary    
Model R R Square 
Adjusted R 
Square 
Std. Error of 
the Estimate 
Change Statistics    
R Square 
Change F Change df1 df2 
Sig. F 
Change 
1 .343a .118 .114 3.65826 .118 31.864 1 239 .000 
2 .436b .190 .184 3.51174 .073 21.360 1 238 .000 
a. Dependent Variable: PurIn_To 
b. Predictors: (Constant), Cog_Tot3 
c. Predictors: (Constant), Cog_Tot3, ConInTo3 
 
Coefficientsa   
Model 
Unstandardised Coefficients 
Standardised 
Coefficients 
t Sig. 
  
B Std. Error Beta Partial Part 
1 (Constant) 8.257 .861  9.585 .000   
Cog_Tot3 .243 .043 .343 5.645 .000 .343 .343 
2 (Constant) 4.875 1.104  4.415 .000   
Cog_Tot3 .183 .043 .259 4.238 .000 .265 .247 
ConInTo3 .281 .061 .282 4.622 .000 .287 .270 
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Hypothesis 6a: direct effects of external congruence on attitudes to the company. 
Model Summary 
Model R 
R 
Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
Change Statistics 
R Square 
Change 
F 
Change df1 df2 
Sig. F 
Change 
1 .075a .006 .002 3.46411 .006 1.369 1 239 .243 
a. Predictors: (Constant), ConExTo3 
 
 
Hypothesis 6b: direct effects of external congruence on purchase intentions. 
Model Summary 
Model R 
R 
Square 
Adjusted R 
Square 
Std. Error 
of the 
Estimate 
Change Statistics 
R Square 
Change 
F 
Change df1 df2 
Sig. F 
Change 
1 .079a .006 .002 3.88231 .006 1.502 1 239 .222 
a. Predictors: (Constant), ConExTo3 
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